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Per Copy 
Postpaid 


Order your copy 


A Combined Text and 
Reference Book, Complete 
in Text—90,000 Words— 
More Than 450 Illustrations 
—Attractive, De Luxe Cloth 
Binding—Will Prove Its Value 
on Sight. 


BOOK ORDER BLANK 


Cincinnati, Ohio. 
Gentlemen: Enclosed find money order 
for $5.00 for one copy of The Window 


DISPLAY MANUAL, by Jack T. Chord. 
Please ship at once to, 


BEBIBE. 6 heres docnce seus cise os eee een eed 


PMIECEE -56.550.4'b ace Seetneenwes pobh tee otease ee 


SPECIAL COMBINA- 
TION OFFER—By add- 
ing $2.00 to the price of 
the book, a total of $7.00, 
we will include sub- 
scription to DISPLAY 
WORLD, either new, 
renewal or extention, a 
cash saving of $1.00. 
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THE 
WINDOW 
DISPLAY 
MANUAL 


has proved, beyond a question of a 

doubt, to be the greatest educational 

boon the window display profession 

has known in this generation. Its sim- 

plicity of presentation, and its ease of 

comprehension has enabled students of dis- 

play to grasp the real meaning of “window 

merchandising,” and as Carl H. Shank, dis- 

play director, Stix, Baer & Fuller, St. Louis, 

Mo., states, “Many old-timers could more firmly 

establish the courage of their convictions by a 

study of its pages.”... THE WINDOW DISPLAY 

MANUAL is being studied in every state in the 

union. It is helping many displaymen and display 

directors to merchandise “windows that sell.” It ex- 

plains the “why” of display. A study of its pages will 

explain many dispiay problems and enable the reader 

to master display .... With the development of “Con- 

tinental” displays THE WINDOW DISPLAY MANUAL 

is proving to be indispensable. While it does not demonstrate 

the “Continental” technique, it explains the various funda- 

mentals entering into this new form of merchandise presenta- 

tion and enables the displayman to understand their importance 

. THE WINDOW DISPLAY MANUAL provides schooling 

in angles, height, balance, color, contrast, the grouping of the fix- 

tures, the four set-up methods—back-height; stair-step; mechanical 
symmetry; perspective—the set-up construction of a window... 

If your 1933 windows are to represent 1933 America, THE WINDOW 

DISPLAY MANUAL must be considered. 


Carl V. Haecker, Montgomery Ward 
& Co.— ‘The best book I have seen 
prepared for educating and assist- 
ing displaymen.” 


G. <A. Smith, National Display 
Counselor— Che ipters 8 to 19, con- 
taining the fundamentals of dis- 
play, are worth the price of the 
book alone.” 


Clement Kieffer, Jr., The Kleinhans 
Co., Buffalo, N. Y.—‘A quick per- 
usal was all that was necessary to 
determine that this book will find 
a niche in every’ displayman’s 
library.” 





CORNER 





What are you giving the “boys” in the department for Christ- 
mas? ... . What are the boys in the department giving “you” 


for Christmas? . . . . Whether a student of display or a display 
director THE WINDOW DISPLAY MANUAL will prove the 
ideal Christmas gift. It will enable the reader to understand 
the ‘‘Continental’’ technique, and 1933 displays will mee 
a forceful display merchandising policy. -t- -t 
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“THE GRAND COURT” 

THE JOHN WANAMAKER INTERIOR 
DISPLAY FOR CHRISTMAS—1931 


CHRISTMAS BACKGROUNDS 
WANAMAKER’S, PHILADELPHIA 
Page 4 

It is indeed a privilege to be able to show severai of the 
1931 Christmas Displays of Howard L. Kratz for Wana- 
maker’s. His presentations have always been of the highest 
order, reaching untold heights in magnificence and dignity. 


MACY’S SING A CHRISTMAS CAROL 
Page 8 

A parade, interior and show windows are coordinated to 
make an unusually complete holiday promotion for Macy’s, 
New York City. Displaymen everywhere must follow 
through, if the best results are to be achieved. 


CONTINENTAL ART FOR CHRISTMAS 
By RAOUL AUTHIER 
Page 7 

Mr. Authier has shown an exceptional conception of com- 
bining the modern with the orthodox Christmas decorative 
treatments. His ideas are illustrated and are well worth 
the careful study of the display profession. 


CHRISTMAS DISPLAYS ARE JUST 
AROUND THE CORNER 
Page 11 

Ready-made ideas for complete window settings and en- 
semble panels that are new. Here the Continntal style 
is utilized and demonstrates the versatility of design and 
application which this treatment permits. 


UNITED ACTION HALTS CHICAGO 
DISPLAY RACKET 
Page 12 

The display business has recently been threatened with 
a “racket” that emanated from Chicago. It was inspiring 
to note the way business men, advertisers and displaymen 
united to stop it in its own tracks. The situation is accur- 
ately presented as a result of a personal investigation by 
a representative of this publication. 


FROM THE XMAS AD TO THE 
XMAS WINDOW 
Page 22 

How many stores realize the vast possibilities that are 
often overlooked in failing to properly value the tie-up of 
the show window with the newspaper advertising. Here is 
presented. a very fine example of this sort of tie-up. Study 
your store’s ads and you won’t lack display ideas. 
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A striking model of a street scene 
created with the Cutawl by E. F. 
Lumber of General Electric Co., 
Nela Park, Cleveland, Ohio 


is now used extensively for the economical production of scenes and settings in miniature for show window 
and sales room displays. Lifelike reproductions of interesting subjects such as historical buildings, street 
scenes, pastoral landscapes and homes can always be relied on to catch the eye and arouse the interest of 
passersby. The making of these striking displays is neither difficult nor expensive when the Cutawl is used. 
The Cutawl cuts any material used for display work, accurately, smoothly and with unusual speed. Since it 


FREE BULLETIN 


“Cutawl Helps”, containing 
sketches and descriptions of the 
latest technique in Cutout Dis- 
plays for both stores and the- 
atres is sent Free to all who re- 
quest it. It is interesting, in- 
structive and helpful. Latest Fall 
edition just out. Ask for your 
copy on the coupon, below. 


_ FREE TEN DAY TRIAL 


INTERNATIONAL REGISTER COMPANY 

13 South Throop St., Chicago, Ill. 10-32 
Send additional facts about the Cutawl, together with details 

of your Free Trial Offer and Time Payment Plan. 





Name 








Address 


Town State 





[ ] Send me a Free Copy of your Bulletin, ‘‘Cutaw! Helps.” 


j 
silt 


reduces manual effort and operating time to a minimum, it 
definitely solves the dual problem of holding down costs 
and yet producing displays that ATTRACT and SELL. It is dif- 
ficult to fully appreciate the unusual value of the Cutawl 
from a mere word description of the machine and its oper- 
ation. Therefore, we invite you to USE THE CUTAWL TEN 
DAYS at our risk and without obligation. Then you will 
know, first hand, what it can do for you. Just mail the Cou- 
pon for full details. 


If you have an unusual display cutting problem of any na- 
ture involving either design or material to be cut, write us 
about it. Our recommendations will not obligate you. 


INTERNATIONAL 
REGISTER CO. 
13 South Throop Street CHICAGO, ILL. 
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“A Little Round Belly” 


Question: Can it be that business men will lay them- 
selves open to the same old criticism again this year? Is it 
possible that they have forgotten that masterpiece of all 
literature. “’Twas the Night Before Christmas”? And, if 
they have forgotten it; Be It Hereby Resolved, That they 
busy themselves reading it right now! 

Why? Simple enough! “With a LITTLE old driver, so 
lively and quick ... (and farther on) He had a broad face, 
and A LITTLE ROUND BELLY, THAT SHOOK WHEN 
HE LAUGHED, LIKE A BOWL FULL OF JELLY.” The 
capitals are mine. 

If you, pointing the accusing finger at the men who supply 
our Santa Clauses, think that Kris doesn’t have to measure 
up to specifications—-well, to put it mildly, you’re wrong. 
That’s all. Don’t let yourself be kidded that you’re getting 
away with anything. Take it from one who chaperoned a 





By GEORGE APPLEGREEN 
CHICAGO, ILL. 


Young America—four and a half years old—in and out of 
more toy departments last year than he ever thought existed. 

A suburb of Chicago has three thriving department stores, 
and each had its Santa Claus. One of these stores is a 
branch of one of the largest houses in the world. Another 
is the branch of a small chain whose specialty is price appeal. 
The third is a local institution with a quality trade. Now for 
their respective Santa Clauses: 

No. 1—Tall and thin. Wore high-topped lace leather 
boots, all new and shiny. Asked the kids what they wanted 
and never made a single note in the book at his side. 

No. 2—Short and fat. Put his arms around the kids’ 
shoulders and asked them if they ate lots of potatoes and 
if they minded their mothers and what they wanted him to 
bring them for Christmas. Sometimes when a youngster 
told his name he would look in the RED book and exclaim, 
“Oh yes, here you are.” Sometimes, probably when mother 
would give a sly wink when he asked if they had been good, 
he would start looking in the BLACK book, explaining that 
there was where he listed the boys and girls who didn’t mind 
their mothers. 

No. 3—Same general description as No. 1, except not quite 
as tall and wore low brown shoes. 

I’m not going to give anybody three guesses—one is abso- 
lutely the limit—to tell me to which store the kids dragged 
their mothers and where the mothers and dads went to spend 
their money. 

Young America is no prodigy. He doesn’t know his 
alphabet, counts to eighteen and skips to thirty-two and his 
life ambition is to be a fireman and put out fires or run a 
wrecker and pick up wrecks. 

Store No. 3 was the first to bring out its Santa Claus and 
his mother and I took him to see the Old Boy. 

“That isn’t Santa Claus,” he exclaimed as soon as he saw 
him. 

“Sure it is,” I soothed. 

“No it isn’t’,” he insisted. 

“What makes you think it isn’t?” I asked. 

“Santa Claus has got a ‘Little Round Belly’ that shakes 
when he laughs, like a bowl full of jelly,” he declared. 

“If this isn’t Santa Claus, who is it?” I insisted. 

“TI guess it must be one of his helpers.” 

There! You can’t kid the kids! We grown-ups might be 
kidded into believing that a suit is all wool or that handker- 
chiefs are all linen—but a tall, skinny Santa Claus isn’t Santa 
Claus at all to a wide-awake kid. He’s got to have a “Little 
Round Belly” that shakes “when he laughs, like a bowl full 
of jelly”... or else he’s just one of Santa Claus’s helpers. 


—Here’s a “Santa” that’s proud of 
his “little round belly.” Produced 
by the W. F. Powers Co., lithog- 
ae . raphers, New York City, for the 
aS ins Dennison Mfg. Co.— 
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Christmas Backgrounds at 
Wanamaker’'s, Philadelphia 


Tur completeness of Howard L. Kratz’s Christmas decora- 
tions for John Wanamaker’s, Philadelphia, leaves nothing to 
be desired. Mr. Kratz has directed the disp!ays for Wana- 
maker for a great number of years, and each year’s work is 
climaxed with the unveiling of “The Grand Court.” All of 
Philadelphia and the East await Wanamaker’s Christmas dis- 
plays, but as it is not possible for everyone to see the decora- 
tions, Mr. Kratz has been kind enough to allow DISPLAY 
WORLD to reproduce certain of the 1931 displays that 1932 
Christmas America might learn of the beauty and simplicity 
of 1931 Wanamaker. A brief prospectus of “The Grand 
Court” follows: 


THE SIXTINE MADONNA 

The Grand Court walls rise a veritable pageant of ban- 
ners, plaques and armorials—every one with its beauty and 
its story—the glitter of a Renaissance altar, glimpsed through 
cathedral gloom, might not stir greater exclamations of de- 
light than this setting for the Sixtine Madonna. But the 
eye comes back—the memory clings longest—to the gentle 
faced Madonna in her Renaissance chapel. The beauty that 
Italy produced 500 years ago in stone and glass is here re- 
produced to present her. The original—in the Santa Maria 
of the Flowers—is one of the greatest treasures of Florence, 
Italy. 


HOW CHRISTMAS CAME TO US DOWN 
THROUGH THE YEARS 

The Roman pondered on a Christmas present he could 
leave to the ages. He dragged forth the old Feast of Saturn, 
the Saturnalia, held annually in honor of the sun god at the 


winter solstice. It was a time of feasting, when houses were 
decorated with greens. He eliminated the excesses and gave 
the feast and the decorations to the Christmas of the ages. 

The Goth and Saxon, fathers of a noble race, chose as 
their present the Yule Log. For they, too, had worshipped 
the sun and celebrated the Yul or Yuletide. Yul or guil 
meant wheel and they represented the year as a wheel and 
the winter solstice was the turning point. 

The Druid priest cut from the sacred oak with a golden 
sickle a piece of mistletoe, the plant that played such an 
eventful part in the Scandinavian legend of Balder, the god 
of peace, and dedicated it to the birthday of the Prince of 
Peace, Son of the Christian God. 

The ancient Teuton also revered the sun and at the time 
of the winter solstice decked a fir tree with apples and col- 
ored balls. In the fir tree he found a symbol of the sun rising 
in the heavens after the winter solstice like the spread of the 
great tree. The apples and the colored balls represented to 
him the moon and the stars. 

And so as men have accepted the teachings of Christ, they 
have contributed some bit of their old pagan festivals to the 
glorification of His birthday. 

CHRISTMAS TRADITIONS. 

America—The American child of today has a bounteous 
Christmas, due to the accumulation of customs heaped upon 
him by his brothers and sisters of the Old World. With St. 
Nicholas he borrows the patron saint of the little Dutch child. 
His stocking stuffed with goodies of all kinds is an adaptation 
of the pinate, of the little Mexican child. The great roaring 
Christmas fire, which many families insist upon having, is 
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borrowed from England, along with “Tiny Tim;” with whom 
we say, “Bless you, every one, for glad Christmas.” 

England—According to an ancient custom a great deal of 
revelry was permitted from Christmas Eve till Twelfth night. 
Blazing and crackling fire of logs would give their warmth, 
the embers remaining from the Yule Log were carefully put 
away to light next year’s fires. Green decorations of Bay 
and Holly, emblems of peace and gladness, had a pleasing 
effect in producing fond associations and kindly benevolent 
sympathies. There is the old ceremony of serving up the 
Boar’s head on Christmas Day. Everything conspired to pro- 
duce kind, happy feelings of old-fashioned hospitality: “At 
Christmas be merry and thankful withal and feast thy good 
neighbors, the great with the small.” 

France—It is “le petit Jeus” that brings gifts to the French 
children at Christmas. To the French, Christmas is the 
great time for greens, everywhere one sees the brilliant poin- 
settia flower displayed. The houses are filled with mistletoe 
and holly and half the fun of Christmas consists in getting 
the greens and decorating the houses. The houses are then 
ready for New Year’s Day, which is the gayer of the two 
festivals. 

Germany—In Germany we find the origin of our Christmas 
tree ... the tree of life or tree of knowledge of the Teutons. 
Early on Christmas morn the family and guests assemble. 
At the sound of a bell, back swings the portal and there 
stands the tree, resplendent with lights and tinsel. Ofttimes 
a huge tree stands in the public square, gay and brilliant with 
decorations. It is the objective of all merrymaking and fes- 
tivity. The day is spent in paying and receiving visits, and 
in the evening there is dancing and merriment for all. 

Holland—In Holland, Christmas as we know it comes 
much earlier. It is celebrated December 6, the day of Saint 
Nicholas. On the night before, the children go to bed with 
much whispering and muttering as to what the good saint 
will bring them. He is supposed to come and scatter about 
the floor nuts and oranges, candies and cakes, etc. If one’s 
wooden shoe is left by the chimney piece, he will leave a gift. 
The next day the great “hide and seek” for gifts takes place, 
for sometimes the good saint hides his gifts ... children 
scurry in every nook and corner. 

Italy—Christmas in Italy comes six days later and is the 
Feast of Befano, supposed to be a gruff old woman. It is 
really an interpretation of the Italian for the Epiphany. 
Some days before there is much bristling in the square, 
where hundreds of booths are being set up. It is really like 
a great fair, everything under the sun is displayed for sale 
and noise reigns everywhere. The louder the noise, the 
happier the throng, so they believe. 

Spain—The Spanish children talk not of their tree or 
stocking; instead it is of nativities they talk. These are tiny 
models of the scene of Bethlehem. Sometimes they are very 
crude and sometimes very ornate. Singing is largely in- 
dulged in, children go in groups to the various houses and 
sing. One usually sings the verse, the others the chorus. 
At the conclusion they all fall before the nativity of the 
house they are serenading with the exclamation “For Thee.” 

Mexico—The children of Mexico look forward to Christ- 
mas at the time of the “Pinate” (Pin-yah-tay). A few days 
before, stands and stores of the cities are crowded with them 
... bright colored paper and pottery in queer shapes of 
animals, people, etc. These are filled to overflowing with 
goodies of all kinds. The pinate is hung over the door and 
the children, blindfoided, are given three turns to strike it 
with a long stick. Once broken, all the goodies come tum- 
bling down. The child who succeeds in breaking it usually 
receives a special prize. 





WORLD 


—“10th century—with trumpets 
the Christmas morn is fittingly 
saluted”— 


—‘11th century—the Yule log 
is hauled to the hearth”’— 


—"16th century — Elizabeth — 
the Christmas sport of Fal- 
conry”— 


—17th century—the Christ- 
mas masque at the Court of 
James I.”— 
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Continental Art 
For Christmas 


Tuar applied modern art combined with naturalistic treat- 
ment, if done with moderation, could bring marvelous effects 
for display purposes is very evident. A number of indica- 
tions point to a decided trend in the use of natural foliage 
in harmony with the modern theme. This may become the 
newest school in decoration today. 

During a confidential conversation recently with a repre- 
sentative of one of the largest companies making artificial 
flowers in America today, he stated that all displaymen in the 
United States have decidedly accepted the natural holly as 
one of the most effective and true decorations to bring to 
the public the happy feelings of the Christmas season. This 
is one season of the year when the naturalness of holiday 
greens seems to universally transmit the Christmas spirit. 
Nevertheless, silver treatment on artificial leaves is much in 
vogue and most spectacular when illuminated for interior 
decoration of columns and general effects for store interiors. 

The splendor of Christmas effects for interiors, exteriors 
and show windows is brought out to the fullest extent when 
this natural medium of creating Christmas atmosphere is 
combined with the great power of modern decoration. This 
is a combination that is to my mind the ideal treatment. 

You will find by careful study of the accompanying illus- 
trations that the natural effect is far from being offensive to 
the modern or so-called continental art. 

In the interior decoration I emphasize the strength of lines 
as to continental art. You will notice the natural holly 
blends with the ultra-modern for counter or department trea‘- 
ment. Red, white, and silver is used for harmony of color. 
However, silver holly or other decorations could be used if 
a more sprakling effect is expected. 

The modern candle has the true spirit of Christmas and 
could be used for ledges or windows in a most effective man- 
ner. It presents a combination of red and white with chro- 
mium metal trimming and has a light on top. The size 
should be 5 feet 6 inches high, with a diameter of 12 inches, 
degrading to 6 inches at the top, with a base of 24 inches, 3 
inches thick. Disks are designed so that the display space 
could be used. 

The display fixture is made of wood and the upper part 
covered with silver holly leaves and red poinsettias. Small 
Christmas merchandise such as handkerchiefs, gloves, bags, 
scarfs, etc., could be presented in a most effective manner. 
The color scheme could be red and silver. It stands 4 feet 
high, with a base of 12 by 24 inches, and 3 inches thick. 
Shelves can be constucted to suit the merchandise. With 
this fixture used in repetition, wonderful results could be 
obtained. 

In the Christmas tree, which is one of the cldest yuletide 
symbols, you will note that the treatment of harmony of 
colors plays the modern part in the presentation. Red and 
silver would make this unit more glaring in appearance and 
small shelves could be put in front so that smallware mer- 
chandise cou!d be presented properly. Five feet would be a 
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By RAOUL AUTHIER 
STUDIO SIEGEL (PARIS) 
CREATOR-DESIGNER 
NEW YORK CITY 


very aitractive size with base made in proportion. 

The displayer with the old Santa Claus head attached to 
an ultra-modern fixture retains the dignity of appearance. It 
should prove exceptionally practical for the display of gifts, 
as at this season much small merchandise must be presented. 
The head should be made of carved wood and painted in 
Christmas colors so as to be in balance with the size of the 
fixture. The head is sufficient to convey the true Christmas 
spirit. 





FIFTH AVENUE CHALLENGES 
SLUMP 

With determination and enthusiasm, New York City cele- 
brated Fifth Avenue Week, October 1 to 8, as its contribution 
to yield a death blow to the depression and to get the buying 
public quality minded. The event was really the celebration 
of the silver jubilee of the street as an avenue of commerce. 
More than 150 stores cooperated, and special window displays 
and interiors were used generally. 

Fifth Avenue was really at its best—a gala atmosphere 
prevailed and stores took on a new life. Show windows 
everywhere displayed the finest wares and window shopping 
was a rare treat. In the midst of the trying economic con- 
ditions the country is passing through, this event was an 
effective weapon of much moment and it is to be hoped of 
much consequence in creating a new spirit of optimism. 

Captain Wm. J. Pedrick, president of the Fifth Avenue 
Association, who ushered in the celebration with a radio 
acdress, said: 

“In planning Fifth Avenue Week we felt that through the 
medium of such an event the avenue could most practically 
and beneficially celebrate its Silver Jubilee as an avenue of 
art and commerce, and in arranging for such a week we have 
been motivated by the thought that quality must be restored 
and maintained not only on the avenue but on the main streets 
of every city if unemployment is to be decreased and the pur- 
chasing power of the country raised.” 

During the week, Captain Pedrick said: “Fifth Avenue 
will lead the way in a nation-wide movement to raise the 
standard of all business, to promote quality buying and to 
revive confidence in established business institutions.” Re- 
ports he had received, he added, indicated that the movement 
would be carried on in other cities. The movement, Mr. 
Pedrick said, in the afternoon in an address to the employees 
and executives of Arnold, Constable & Co., is Fifth Avenue’s 
challenge to the business depression. 





HARPER SEVERS CONNECTION WITH 
LEAVITT STORES CORPORATION 

After many years of faithful service while associated with 
the Leavitt Stores Corporation, Bridgeport, Conn., A. J. 
Harper, disp!ay director, severs his connection with that con- 
cern to accept a similar position with the Howland Dry 
Goods Co., of the same city. 
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Ir ISN’T natural for a store not to plan something special 
in the way of Christmas decorations for the Christmas sea- 
son, and in that respect Macy’s led the field in the New York 
territory. The Christmas spirit was evident throughout the 
store for a few days before Thanksgiving, but on Thanks- 
giving Day with the Macy Goblin Parade and the unveiling 
of the Tony Sarg toy windows, Macy’s official Christmas 
started. 

It is estimated that more than 100,000 people watched the 
1931 Macy Christmas Parade. Broadway was turned into a 
highway from a fairy tale as Santa Claus made the trip 
from 110th Street to 34th Street where Macy’s store is 
located. Shouting and laughter greeted the fantastic helium- 
inflated monstrosities designed by Tony Sarg. There was 
Tiamat the Dragon, a creepy creature 172 feet long; Felix 
the Cat, a grinning feline 70 feet tall; a grimacing two- 
headed giant measuring 54 feet; the Terrible Turk, an ogre 
45 feet tall, not counting many smaller animals and figures 
from fairy tale stories. 

The Christmas Parade was fifteen blocks long and in- 
cluded 100 clowns, thirty grotesque figures, thirty beautiful 
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Macy's Sing 


girls who scattered 45,000 lollypops, and several bands. 
Everything went along as planned until the parade reached 
Seventy-second Street. There the Terrible Turk, imbued 
with a contrary spirit, suddenly bridled menacingly, and, 
eluding the grasp of his captors, made a break for liberty. 
He got as far as a big electric sign. Then there was a rip 
and a sigh, and the Turk, deflated of both helium and temper, 
slid back to the ground—just a piece of balloon silk. 

A great hippopotamus, which was next in line, skilfully 
dodged the hazard and, with the other monstrosities, got 
safely to the Macy store, in front of which they were given 
an additional shot of helium and then released. Like mis- 
shapen zeppelins, they took the air, clearing nearby buildings 
and then, dodging the Empire State Building tower, floated 
toward Jamaica Bay. A reward of $25 was offered for the 
return of each monster. Clarence D. Chamberlin, the aero- 
nautical St. George, who went up and gave battle with his 
plane to a 170-foot dragon over Floyd Bennett Field, was the 
first to be paid the $25 when he brought in the deflated rem- 
nants of his vanquished adversary. Chamberlin at once got 
in touch with the Emergency Unemployment Relief Com- 
mittee and turned the check over to them with the remark 
that he, himself, had work, “part of the time,” and could get 
along without the reward. He warned Macy’s that the tail 
of the Dragon, severed in his contact with it, had fallen into 
Jamaica Bay and might be turned in for another $25. 

Tiamat, the Dragon, came down in Jamaica Bay Friday 
morning. Paul Foran and two companions rowed out to get 
him, but their boat was caught by the wind as they got hold 
of the dragon and they were forced to the beach. Some 
motorists who were watching went to help them, and, in 
attempting to hold Tiamat and get souvenirs, the beast was 
torn to pieces. Foran got only the head and tail for his 
trouble. 

Santa Claus, of course, climaxed the Macy Christmas 
Parade. He appeared at the end, riding in his sleigh. When 
the sleigh stopped in front of the large Thirty-fourth Street 
entrance, Santa climbed the stairway that led from the side- 
walk to his throne on the marquise and released 5,000 toy 
balloons. His next official act was to open the Tony Sarg, 
mechanical toy displays. On the interior of the store, as in 
the windows, the spirit of Yuletide invated every nook and 
corner of Macy’s. This store accomplished one of the most 
outstanding home furnishings jobs in Christmas decoration in 
New York stores inasmuch as the drapery department was as 
alivealive with the Christmas spirit as the toy department. 
During one week of the Christmas displays five important 
windows were decorated with home and house furnishings as 
their theme. The Christmas atmosphere inside the store was, 
of course, rampant. It was not obstrusive, yet it was there. 
It was not done by tricks. It was not done by large posters 
or Santa Claus mannequins. It was simply done, and subtle. 
It was just— 

1. Plenty of lighting. 

2. Thousands of Christmas boxes neatly stacked on the 
top of showcases. 

3. Small ensemble displays in every department with 
sprigs of holly, dummy gift boxes wrapped in ribbons and 
fancy papers, suggesting again the Christmas spirit. 

4. Large Christmas wreaths with red ribbon bows used 
as wall decorations, over entrances, and on the store pillars. 

5. Stylized Christmas trees made of parchment paper 













October, 1932 


painted green with silver stars, placed in prominent spots 
on the main floor ledges, and on other floors. 

6. Colorful entrance murals appearing over every store 
entrance, made of parchment and illuminated from behind. 

The section of the domestics department which houses 
sheets and pillow cases, which is always the etome of neat- 
ness, acquired the Christmas look in such a way as to make 
one think at once of the niceness of the gift of fancy bed 
linens. The open shelves which were built at one side of the 
department, and which were always used for displays, were 
finished in red or green shelving, the latter trimmed in white 
braid. The Christmas colors affect the atmosphere at once. 
On top of these shelves and over the regular cases stacks of 
colorful Christmas boxes were placed. 

Blankets and comforters were imbued with the Christmas 
spirit, too. Rows of illuminated cases were built over the 
cases and were used for special blanket displays. Green com- 
forts were shown; white blankets, with red ribbon streamers, 
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occasionally caught at the end with a sprig of holly, made 
charming settings. Perhaps a single comforter would be 
wrapped in a wide band of silver or red satin. Blankets were 
shown in stacks on counters tied in wide ribbons. 

The gleam of cellophane greeted one in the towel depart- 
ment. There was one section for bath tdwel sets alone, all 
wrapped in this transparent paper. The top of towel cases 
displayed a hundred different sets of all descriptions wrapped 
in cellophane, and resting against small easels, so they may 
be seen by the customer. The glass front cases were used to 
display prestige bathroom merchandise, and were dressed up 
for Christmas with shelves finished in white pleated chintz 
shelving edges in red braid or red chintz edged in white. 
Stacks of white Turkish towels, linen towels and wash cloths 
were tied with holiday ribbons. Another case grouped vari- 
ous units in ensemble—bath towel sets in blue, yellow, green 
or basque. Sprigs of holly and wrapped gift boxes suggest 
this merchandise as appropriate for Christmas gifts. 





(Mocy’s Will Be Closed All Day Today, Thanksgiving Day) 





—Santa’s 1931 Xmas Throne has a back- 
ground of dark blue fabric on which silver 
stars appeared. The illuminated candles were 
made of parchment paper; the tops of the 
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candles were made of red tinsel paper. The 
drums on either side of Santa’s “give-a-ways” 
in. The runway was painted green; the out- 
side was painted white with strips of red; the 
lacings were green silk cords— 


—A view of Macy’s street floor-main aisle. 
Hanging from the columns, by means of red 
ribbon, are 32-inch natural holly wreaths, 
wired for illuminated 8-inch candles. On the 
ledges are Xmas gift boxes (red) and stylized 
Xmas trees. The trees are made of parchment 
paper painted green with silver stars. At the 
far end of the aisle can be seen the colorful 
entrance mural— 





—A standard background consisting of panels 
covered with red, green and silver paper 
placed in horizontal strips, and columns in 
various heights covered in silver paper, was 
' adopted for Macy’s Xmas windows— — 


—Several announcements were made of 
Macy’s annual Xmas Parade, but the most 
original is reproduced here. It appeared in 
several Néw’York City newspapers Thanks- 
giving Day—the day of the parade— 





Starts at 1:30 P.M. at 110th St. & Broady 









Brings Santa Claus to New York 


T-O-D-A-Y 





th te 34th St., arriving at 3 o'clock 











Macy’s Annual Frolic of the World's 4 
Biggest Marionettes will hold BRoaDway 


aghast from 110th Street to 34th Street. 


Any kind of weather (short of 2 downpeur) goes! 
COLORFUL MILITARY BANDS! QNE HUNDRED CLOWNS! 
FIFTEEN BLOCKS LONG! 


Twenty Beautiful Girls 
will give away 45,000 Lollipops 


The most glorious assortment of figures ever gathered for 
New York’s amusement will literally fly down Broadway. 
-A-60-FT. TWO. glant_requiring twenty people te held him down 
Thirty men with 4-FT. HEADS filled with air 
An E-N-O-R-M-O-U-S hippopotamus forty feet long 
A T-E-R-R-1-B-L-E Turk who really wouldn't hurt anybedy 
A171-FOOT dragen that really flies PRANCING Rersen 
















And all figures filled with perfectly safe helium. 
Every one of the big figures will be released at the 
end of the parade. Ten thousand toy baileens will 
be sent into the skies during the parade. Alse a dez- 
encthertiie®l tying, and eae 


REWARDS! === 
lars fer the return of each of the 
S ten 

WATCH SANTA CLAUS officially epen the TONY 


SARG MARIONETTE WINDOWS. There are aise 
16 Toy Windows on the 34th St. Side. 











(H pem Cre ts Sew Seresy cor offtiet 4d stare, Bombenger’s, te Mewart, © dering © 
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Other Macy News on Page 11 sad 30 
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Xmas Displays Are Just 


Around the Corner 


Ir ISN’T necessary for us to inform displaymen that 
“Xmas displays are just around the corner” What display- 
man doesn’t know that? What displayman hasn’t been work- 
ing out his 1932 Xmas displays for the past thirty days? 
Some displaymen, of course, will be late with their plans 
and will still be searching for ideas, and to such men these 
background ideas will prove most helpful. But let’s get on 
with a description. 


DECORATIVE XMAS BACKGROUND 

The theme of the display is Xmas candles. The idea of 
the circle of light created by the fiame is introduced into the 
display by means of a series of circles; circles that increase 
in size and form merchandise displayers. The front circle is 
within eighteen inches of the window glass and is so con- 
structed that five shelves appear on each side for the mer- 
chandising of small gift boxes and merchandise accessories. 
The background would be very effective if painted dark blue, 
striped in silver with the candles worked out in red, yellow, 
orange and gold. (The candles will not be in relief but flat 
upon the background.) 


MERCHANDISE BACKGROUND 

Here is a display, “KMAS GIFTS MOTHER WOULD 
LIKE,” that can be developed for a series of very effective 
Xmas presentations. The idea is purely “Continental” in 
theme and is so interesting and different that the store repro- 
ducing the idea would undoubtedly have the most distinctive 
Xmas displays in town. Background copy would be changed 
to fit the display. (XMAS GIFTS FOR MOTHER—DAD— 
BROTHER—SISTER.) An effective color scheme would be 
to reproduce the figures in silhouette against a silver or gold 
background. Cut-out letters in red or green. Merchandise 
displayers in dark blue. 


NOEL 

Smart ensemble background design for Xmas displays. 
Background in white; candle in yellow, flame in orange; 
circles in gold; cut-out letters and bars in black. 


CHRISTMAS FOR THE MALE 

An interesting presentation developed along “Continental” 
lines for merchandising small gift items. The displayers 
would be built rather close to the window glass and would 
consist of a series of shelves. A cut-out figure and tree are 
placed at the upper right while cut-out copy appears at the 
left. Display to be worked out in appropriate Xmas colors. 
Black background for merchandise displayers; cut-out let- 
ters in red or green silhouetted against a white or silver 
background; figure in natural colors. 


WHO SAID JOLLY XMAS? 

Clever ensemble background panel for Xmas displays. 
Figures in relief; Xmas tree in relief; cut-out letters in 
relief. Xmas colors can be introduced or the display can 
be painted in strong contrasts. 


FIXTURE SET-UP 

Inasmuch as the Xmas displays will consist mostly of gift 
merchandise, we do not consider it necessary to suggest 
more than one set-up for each disp!ay. These set-ups are 
shown at the top of the reproduction on this page. The 
upper set-up indicates the fixture plan for the decorative 
Xmas background; the set-up suggests a bulk display of 


ready-made garments and accessories. The lower fixture 
set-up indicates the plan to follow in merchandising the 
merchandise background. The displayers will be used for 
gift items with ready-to-wear items being shown on forms 
on the right. You will notice that definite fixture angles are 
followed in merchandising each display. 


ENSEMBLE BACKGROUND DESIGNS 

Six interesting ensemble panel designs are suggested on 
this page. Reading from left to right: Candle motif; inter- 
esting display for unitized setting or ensemble panel. Colors 
will run to black, red, white, silver and green. Candle motif 
center; cut-out candles in white, flame in silver, circles in 
red, green and blue. Candle and holly motif; holly in green, 
candle in red, flame and circles in yellow, orange and white; 
rays in silver or gold. 

Xmas tree motif; background silver; tree in green; sprays 
in green; base in red. Xmas design motif; bars and circles 
through center of panel to be worked out in white and red; 
bars at top, side and bottom of panel black; heavy bars in 
green; cut-out letters red; surface of panel silver. Kmas 
tree motif; tree in green; trunk in red; base in black; design 
at base of tree in gold; surface of panel in white. 
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United Action Halts 
Chicago Display Racket 


ADVERTISERS, 


DISPLAYMEN, BUSINESS 


LEADERS AND SECRET SIX DENOUNCE MOVE- 
MENT AS THREAT TO BUSINESS PROGRESS 


During the past several months in Chicago retail display- 
men, installers employed by display service companies and 
display service men employed by national advertisers have 
been aggressively contacted by certain organizers of window 
trimmers’ unions; in fact, so bold did the activity become that 
finally methods of coercion, intimidation and violence were 
resorted to in true racketeer fashion. 

It is much to the credit of the aggressive manner in which 
the situation was taken in hand by prominent business leaders 
and followed through by the agencies of the Chicago Asso- 
ciation of Commerce that the matter seems to be well in 
hand at this time and advertisers who use window display 
as a medium of advertising and sales promotion can feel 
assured that conditions are again as prevailed before these 
racketeers endeavored to get a foothold in the window display 
business. 

Two different unions are operating in Chicago, apparently 
in competition with each other. One is the Window Trim- 
mers and Decorators Local No. 701 of the Retail Clerks Inter- 
national Protective Association, of which M. E. McCauley, is 
chief organizer and business agent. The other is the Window 
Trimmers Local No. 106 of the Upholsterers International 
Union. This duplication involves a jurisdictional dispute 
which can be settled only by the American Federation of 
Labor. 

Investigation discloses that certain so-called window trim- 
mers’ union organizers have been held responsible for these 
deplorable methods, including intimidation of trimmers, coer- 
cion and violence in the form of pulling displays of national 
advertisers not installed by union trimmers and finally the 
smashing of windows where the retailer would not voluntarily 
remove such displays. None of the complaints, however, in- 
volved Local No. 106 of the Upholsterers International Union. 

In the first place, let it be said that peaceful organization 
of window trimmers under organized labor, though ill-advised 
in the display field, is within the legal rights of any group. 
Conference with the officials of the Chicago Federation of 
Labor disclosed the fact that they are not at all in sympathy 
with violent and racketeer methods, and disavow any knowl- 
edge of such activities on the part of any union. 

It should be borne in mind that displaymen are unques- 
tionably a professional group, where initiative, resourceful- 
ness, skill and artistry may vary widely; so much, in fact, 
that the compensation of displaymen varies from as high as 
$10,000 per year to as low as $25.00 per week. Standardiza- 
tion of working conditions and compensation owing ‘to the 
nature of the calling is, therefore, impossible of accomplish- 
ment and would do a great injustice on the men engaged 
in this field. 

Hundreds of displaymen approached voice emphatic dis- 
approval of unionizing their ranks, who feel that their inter- 
ests can and are best served by educational organizations, 
such as the Chicago Display Men’s Club and its parent body, 
the International Association of Display Men, which has be- 


hind it an enviable record of constructive effort for a period 
cf over thirty-five years. This alone proves that the present 
movement for unionizing display ranks is ill-advised, unfor- 
tunate and cannot hope for success. 

One local has sent letters to advertisers using win- 
dow displays in the Chicago territory installed by the es- 
tablished and well-rated concerns in that city stating that 
such displays have been installed by non-union labor by con- 
cerns who are unfair to union labor. These letters have 
referred the advertisers to several hastily organized display 
service companies, none oi which have any rating or recog- 
nition among national advertisers. There are indications 
that these so-called union display service companies were 
directly organized by the same interests who are promoting 
this union. 

Finally this proposition was called to the attention of the 
Chicago Association of Commerce and because of the serious- 
ness of the case and its racketeering methods, was referred to 
the Committee on the Prevention and Punishment of Crime, 
the so-called Secret Six. A complete investigation by its di- 
rector, Alexander Jamie, and his staff, disclosed that there was 
ground for criminal action and as a result a general meeting 
was called at which Colonel Robert Isham Randolph was 
present, as well as representatives of an imposing group of 
national advertisers, display directors of the largest retail 
establishments and representatives of all the leading installa- 
tion companies. Col. Randolph delivered a fiery address in 
condemnation of racketeering methods, especially when their 
invasion of the business field represented an ominous threat 
to the betterment of business prosperity. He urged that those 
present refuse to yield to this pressure and to demands for 
tribute which are inherent in such activities. 

This tirade was indeed well timed and influenced by the 
fact that one national advertiser employing a considerable 
crew of men in handling its Chicago display installations 
yielded to the pressure and enrolled its men as members of 
one of the locals. Otherwise reports indicate that very little 
progress has been made by these union leaders in gaining 
adherents and members. At the meeting there were also 
present many prosecuting witnesses, who promised to testify 
against the intimidators. 

The Racketeer Division of the State Attorney’s office then 
raided the headquarters of the particular union complained 
of and apprehended several men, who were released with 
final warning to cease their tactics, when the witnesses, be- 
cause of fear, apparently, refused to identify them. 

Window display advertising is such an important factor in 
sales promotion and so essential and advisable in trying 
times like these that the business leaders of the country con- 
sider the Chicago situation a destructive threat against the 
best interests of the nation and themselves. The recovery of 
business and the lessening of unemployment should not be 
allowed to be interfered with by activities which smack of 
the criminal and the gangster. 
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Displaying the Useful 


Gift for Xmas 


By RAY MARTIN 
DISPLAY DIRECTOR 
CONSOLIDATED GAS CO. 
NEW YORK CITY 


Turse depressions seem to have a very definite effect on 
the gentleman we know intimately as Santa Claus. Most of 
the things he plans on bringing this year were not on his 
list in 1928 or 1929. He probably figures that most people 
are not especially interested in silk shirts this year; or per- 
haps someone hit him with one of those cigarette lighters 
that used to be so handy. Anyway, he claims this is the 
year for useful gifts—and that should mean something to 
sellers of utilitarian appliances. 


The number of labor-saving devices your customers buy 
this year will depend greatly upon the amount and quality 
of your advertising. This mass selling—that’s what adver- 
tising really is—may be in the form of a booklet, a news- 
paper advertisement, or, most economically, an effective win- 
dow display. The exact medium is not as important as the 
necessity for making fathers and mothers and all the others 
think about giving a useful gift—particularly a gas appli- 
ance. 


Tremendous changes in thoughts and habits have oc- 
curred within the last few months. Today, almost every 
husband, puzzling over an appropriate gift for his wife, is a 
prospect for one of the appliances suggested in the window 
displays illustrated. A father passing such a display may 
decide that a radiant gas heater or a modern gas refrigerator 
is just the thing to give a married daughter; or mother her- 
self may think it is time to give the house something for 
Christmas. In many homes last year the entire family pre- 
sented an up-to-date gas range—to itself. 


Merchants who are reducing their expenses to a minimum 
—and that’s very fashionable right now—confirm the fact 
that window display advertising is the most economical way 
to interest Santa Claus in their appliance sales. They—the 
wise ones—know that window displays not only create inter- 
est in appliances but also advertise them at the point of 
purchase. Remember, that thinking inspired by intelligent 
window display advertising should, this year, result in in- 
creased sales of utilitarian appliances. Add to this a season 
that releases cash from Christmas savings clubs and you have 
something that approaches a real sales opportunity.—Re- 
printed from Gas Appliance Merchandising, December, 1931. 
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2! Christmas 


THE PERSONAL GIFT 
A GAS REFRIGERATOR 


—The 1932 Santa stands right behind 
“Dad” in his decision to give a gift “for 
Christmas and ever after”— 


—We know “Dad” and “Santa” will bring 
home that “personal” gift, but what about 
the “plus” that lasts forever ?— 


= For ¢hristmas 
amd ewer after 


THIS COMBINATION 
WASHER AND [RONER 
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Christmas From The 


“Golden Gate” 


For a number of years it has been the policy of The Em- 
porium, San Francisco, at Christmas time, to devote its entire 
stretch of windows to toy displays, and the several floors of 
the interior to varied treatments and kinds of merchandise. 
The company’s toy window displays have been notable for 
their elaborateness and perfection of execution and detail. 
Usually, some fairy story or myth has been dramatized. The 
central figures were given motion. As many mechanical toys 
as possible were used to aid the realism and action of the 
dramatization, and admirable skill was demonstrated in mak- 
ing a very wide assortment of toys part of the general 
scheme. As a result, The Emporium’s toy windows have 
achieved the status of an institution in San Francisco. What 
the store is going to have in the way of Christmas windows 
is an annual matter for speculation and discussion, and the 
unveiling of the toy windows is actually an event, enjoyed by 
children of all ages. 

But in the past two years (Christmas, 1930 and 1931) 
business conditions did not indicate that such elaborate and 
expensive efforts would be justified. The problem, as The 
Emporium saw it, was to present a comprehensive selection 
of toys in the medium and low price ranges against back- 
grounds that would appeal to the childish fancy, would be 
of good design, but would be simple and inexpensive to 
execute. Such an arrangement was worked out in 1931 and 
proved to be a wise solution to the toy department’s prob- 
lems in times of depression and restricted buying of such 
merchandise among all classes of customers. 

Interior Christmas displays in The Emporium run to great 
variety in treatments and effects. But in the past two years 
there has been a definite leaning toward the modernistic 


HERE ( 





By ZOE A. BATTU 
SAN FRANCISCO, CAL. 


technique. The result has been that the interior backgrounds 
are in keeping with the sophistication of present day garment 
styles and merchandise, and the traditional spirit of the 
Christmas season has been served just as well. 

How these two apparently conflicting points may be rec- 
onciled is shown in the illustration of The Emporium’s sec- 
ond floor treatment. The pillars, shafts or light fountains 
were, of course, the dominant notes of the scheme. What 
appeared to be glass rods were nothing more than strips of 
white cellophane. This material, when illuminated by the 
suspended stars and small spot lights, produced an effect of 
peculiar lustre, brilliancy and richness. The church window 
motif, so inseparably associated with the holiday season, was 
brought into complete harmony with the modernistic scheme 
by simplification and emphasizing of the vertical lines. _ 

The H. C. Capwell Company, Oakland, Calif., has for the 
past several years made a family of Brownies the central 
theme of their Christmas toy displays. At the Christmas 
season, these droll and amusing fellows, engaged in all sorts 
of antics, tricks, chores and work, are to be found in the 
most unexpected places in the company’s windows and 
throughout the store. So endless are the possibilities of the 
Brownies, and so diverting are they to the juveniles and their 
elders, that the Capwell Company has virtually given them a 
permanent contract for handling Christmas toy sales. But 
even so, the Brownies are not overdone. As the photograph 
for Christmas, 1931, shows, they are used with discretion and 
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—In San Francisco the Emporium can 
always be depended upon to create un- 
usual Xmas displays. In 1931, in the dress 
and evening gown department, the smart 
interior display reproduced above was in- 
stalled. The shafts or light fountains are 
white cellophane, illuminated by the sus- 
pended stars and small spotlights— 


—The display theme around which the H. C. Cap- 
well Company, Oakland, California, plans its toy 
windows are Brownies. The idea in 1931 was, “Here 
We Are Again.” The snow floor was salt; the 
reindeer were plaster of paris. The cutter was blue, 
flecked with silver. The back drape was solid 
black; the cut-out letters were silver— 


good judgment, against backgrounds that are simple and 
attractive. 

The White House, in San Francisco, is a department store 
that caters, in the main, to a high-class clientele, and does 
so with definite traces of a vanishing conservatism. For 
Christmas, 1931, its ingrained conservatism was revealed in 
the fact that it had no special or costly displays for any sort 
of gift merchandise. However, what the White House did 
undertake to do last year in the way of Christmas displays 
was done with the tone and distinction that is characteristic 
of the house. Its main toy display, with its grand stair case, 
was a well nigh perfect setting for expensive and imported 
dolls. It suggests them, fittingly and charmingly, as ladies 
born to luxury and affluence. The dogs, elephant, bears and 
racing cars of the display had, likewise, a properly aristo- 
cratic setting and background. And the sense and suggestion 
of good living was, happily, not achieved by a lot of involved 
detail but by simplicity and good design. 

Guided by the 1931 policy of caution, economy and watchful 
waiting, the San Francisco Roos Brothers’ store departed from 
its usual policy of lavishly spending money and materials for 
Christmas displays. A window featuring dress suits and 
men’s gifts was typical of this organization’s approach to 
the Christmas display problem in a period of depression. 
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Your 
Newest 
Hosiery 

this 

EASY 
Way 





This Fairy Form is the ThiHi 
Model. Its Height ts 23” 


Are you looking for something that will stimulate 
hosiery buying? Well, here is an idea that has 
proved successful. Put a few of your newest 
stockings on life-like Fairy Forms. Display 
them in your windows and in your hosiery de- 
partment where people can see them. There is 
something about Fairy Forms that attracts the 
eye and makes hosiery say, “Come in and buy me.” 


Fairy Forms breathe the breath of life into dead 
displays. They add pep, vigor, eye-attraction. 
They make customers want your merchandise. 
Here’s why: 


Fairy Forms stay poised in action wherever you 
put them—held by weighted toes. They are light 
and easy to handle. No danger of rips or runs. 
And they are cleaned easily with a damp cloth. 


There are 10 models to choose from—women’s 
men’s, and children’s. If your jobber does not 
have them, write us for free booklet and prices. 
Just mail the coupon below. 


SHOE FORM CO., Inc., Auburn, N. Y. 





Licensed Manufacturing Branches 


Unitep Last Co., Ltp., MoNnTREAL, Que. 
Northampton Paris Frankfort Melbourne 
England France Germany Australia 


SHOE FORM 9., INC. 
Auburn, New York. 


Please send me your free book, ‘The Fairy Form Family.” 
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16 DISPLAY WORLD 


Merchandising Christmas 


Panels 


K atamazoo, MICHIGAN, is a city of about 60,000 popu- 
lation—a small city as big cities go—yet the window dis- 
plays of the Lew Hubbard store can be placed with the best 
in America. It is true that no great amount of money is 
spent for display properties; that elaborate window back- 
grounds are not built; that no attempt is made to trim over 
the heads of the customers, but a very definite attempt is 
made to trim over the heads of the customers, but a very 
definite attempt is made to merchandise windows in a modern 
manner, and to present each group of goods in a new way. 
We’re not saying the Lew Hubbard displays are as cre- 
ative as those of expert displaymen in large stores; as orig- 
inal as those created by men having the opportunity to visit 
leading merchandise centers and study the display methods 
of the various window merchandisers; as smart as those pro- 
duced by “Continental” displaymen or men versed in the art 
of modern presentations, but we do maintain that the Lew 
Hubbard displays have order, have line and form; that their 


—There is an art in merchan- 
dising Xmas panels, and that 
art is well illustrated in the 
photograph of a Walter Z. 
Graham’s 1931 Xmas _ trim. 
The display technique is ex- 
ceptionally neat; the display 
arrangement has order, and 
needless to mention the dis- 
play sold merchandise— 





By WALTER Z. GRAHAM 
DISPLAY DIRECTOR 

LEW HUBBARD 
KALAMAZOO, MICH. 


displays are productive—and productiveness, after all, is in 
our estimation the true proof of a display’s worth. 

Lew Hubbard’s Christmas displays for 1931 were not par- 
ticularly original—many stores have used the idea of mer- 
chandising panels—but they were startling. Merchandising 
the Christmas panels as they did made it possible for them 
to prepare the displays in advance, and to speed up the chang- 
ing of displays as the actual setting of the panels in the 
windows required very little time. It, of course, wasn’t al- 
ways possible to remove the panels from the windows with 
the merchandise intact, or to bring the panels into the win- 
dows with the merchandise in place, but where this was pos- 
sible the actual trimming of a window was indeed simple. 
The panels were fastened in place in the windows and the 
form the displays took depended upon the arrangement of 
the panels. In some windows the panels were placed flat 
against the window background; in other windows the panels 
were set at angles to the window background. In every 
display, smart merchandise displayers in the form of covered 
boxes, pedestals or columns—as you choose—presented gift 
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items that could not be successfully fastened to the back- 
ground panels. 

The actual merchandise displayed on the panels was fas- 
tened in place by means of pins. Not one pin was evident 
when the merchandise was in place, and no one piece of 
merchandise was damaged with pin holes. There’s an art in 
merchandising panels. Haven’t you seen stores using this 
idea of merchandise arrangement so display the goods on the 
panels that every pin was evident? Haven’t you also seen 
other panels so carefully merchandised that the goods looked 
as though it had been glued to the panels? 

We want to call your attention to the order of the gift 
items displayed on the panels. Many different items have 
been displayed but each panel has continuity; the various 
merchandise items have been grouped and the ensemble idea 
followed. Definite lines of goods were presented in certain 
windows. The display pictured on this page merchandised 
gift items; other displays were confined to clothing, shirts 
and ties, underwear and pajamas and sporting goods. 





Today’s Tomorrow 
In Advertising 


By REMSEN J. COLE 


An “animated” world that bustles hither, thither and yon, 
cannot long tolerate inactivity. Everything moves, everyone 
moves, in an effort to obtain recognition and attain a purpose. 
In keeping with the American principle of action, the window 
display industry has also moved ... forward! Hundreds of 
active brains are daily conceiving new advances in the field. 

Stationary displays, illuminated displays, then animated 
displays and illusional displays ... upward, always upward! 
Every unit has its own important part to play in this rapidly 
growing advertising essential. 

Specialize! That is the cry today. Show us something 
definite, tangible, that we can grasp and upon which we can 
base our advertising programs! An outstanding example 
of this “definite” idea has been originated by the S. J. 
Hanick Co., Philadelphia. On August 11, 1931, “Main 
Street,” a thoroughfare to bigger and better business, opened 
on the premises as the Display Center of Philadelphia. 

“Main Street” is an open volume of reference, on which 
many advertisers have based their present campaigns. “Main 
Street” has been of more practical assistance to advertisers 
than a train load of literature. More than a year has elapsed 
since the opening of the exposition, and still advertisers 
visit the exhibit for modern suggestions in window display 
advertising. The shops along “Main Street” are growing! 
Bigger and better than ever are the displays. Hammers and 
saws and scissors have been busy. Store fronts have been 
remodeled . .. all in accordance with the gigantic advances 
in display fixtures that have been made in the past year. 

The lights along “Main Street” are brighter! A new 
idea; an exposition of complete visual display features is 
now in progress! Even the traffic officer on the corner is 
surprised by the changes. He has more to do, for the traffic 
is increasing greatly. He swings his arms about dazedly, 
for never before has “Main Street” been the scene of so 
much activity. 

Hanick has triumphed again! This new, novel display 
exposition is more than an open volume of reference .. . 
it is a whole bookcase! National advertisers of products 
such as Coca-Cola, Lucky Strike, Camel, Pond’s, Bayers 
Asperin, Iodent, Cutex Coty and others have again cooperated 
in making the standardized window display section of this 
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Xmas Display Cards 
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New Designs 


Opaque Water Color 


to conform to the poster colors 
applied by the card writer 


— howe 


Immediate delivery on orders 
placed at once 


Write for catalog 


ERKER’S 


Sign and Card Writers’ Supplies 
610 Olive Street St. Louis, Mo. 














Mechanical Xmas Displays 
Attractively Priced, $15.00 and up—Send for Pamphlet Today 


UNITED DISPLAY SERVICE, INC. 
440 S. Dearborn Street Chicago, Ill. 








SILK SCREEN /UPPLIES 


SILKS PAINTS EQUIPMENT 


COLONIAL PROCESS SUPPLY CORP 


126 W. 23®"° ST. NEW YORK 





exhibition one of remarkable interest to all advertisers. 

Of noticeable importance in the standardized window dis- 
plays is the advent of the animated and electrical display 
features. Illuminated signs and motion to the display are 
becoming increasingly popular. The Iodent feature of a 
miniature electric bill-board is particularly interesting. A 
deceptive appearance is effected by the use of internal and 
external lighting. 

In the Display Center section of the exposition the most 
modern semi-permanent display fixtures are emphasized. 
Huge expanding background displays, decorative papers and 
foils are all used to make the retailer's window effective. 
The new Hanick exposition illustrates every form of display 
work. Decorations for booths at fairs, etc., interior display 
decorations . . . all are systematically indexed in the exhi- 
bition for the convenience of everyone interested in display 
work. 
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The Sensation of 
St. Louis 


Tue greatest marvel of the age! A mighty 47-foot pre- 
historic monster “Dinosaur” that laughs, breaths and almost 
lives, certainly proved to be the sensation of.St. Louis during 
the 1931 Christmas season. The “Dino” was exhibited in the 
Stix, Baer & Fuller toy department, and was an exact repro- 
duction of a prehistoric monster as unearthed in Wyoming 
several years ago. The “Dino,” as all St. Louis children now 
know, came into being about 600 years ago, near the end of 
the Reptile age. This strain of giant reptile (Amphibious 
Dinosaurus Brontosaurus) roamed the swamps, where the 
Rocky Mountains now stand, for about 260 million years. It 
was one of the first reptiles to develop teeth, having twenty 
in each jaw. These teeth were only the size of a small pencil 
stub despite the gigantic proportions of the animal. The 
“Dino” devoured smaller animals to the extent of about 
thirty pounds a day as well as a great deal of the queer 
foliage that grew-in the swamps .. . trees with cones instead 
of leaves, jointed trees similar to bamboo, etc. Incidently, 
the decay and petrification of this foliage, after having been 
buried under tons of earth for millions of years after the 
upheaval of the mountains, formed the basis of much of our 
coal and petroleum. There was no human life on the earth 
during the “Dino’s” reign... the prehistoric man coming 
into being about twenty million years ago in the Ice Age. 
Signs in the show windows of Stix, Baer & Fuller’s entire 
block of toy windows, directed customers to the entrance 
of the mighty “Dinosaur” exhibit and Toy Town on the 
store’s fourth floor. From the fourth floor the escalator was 
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By CARL SHANK 
DISPLAY DIRECTOR 
STIX, BAER AND FULLER 
ST. LOUIS, MO. 


treated as a canopy with swamp scenes and lighting effects; 
this escalator led one right to the “Dinosaur” exhibit on the 
fifth floor. The mechanical monster was surrounded by a 
realistic swamp. Heavy foliage covered the floor. Huge 
trees rose from the bed of the swamp. The trees were cov- 
ered with thick moss. Startling lighting effects converted 
the swamp into a very impressive sight. 

After viewing the “Dinosaur” the only possible exit was 
through the toy department. This department, called “Toy 
Town,” with its light green steel fixtures and colorful cut-out 
decorations, converted the toy land into a veritable fairy land. 
Tables were piled high with all sorts of clever and interesting 
toys for good little boys and girls. Mechanical exhibits were 
operated by competent attendants, and every mechanical dis- 
play had its quota of eager and fascinated watchers. 

The block of toy windows were always interesting. Each 
window was built to represent a tent effect. The backgrounds 
were all hung with cloth. A valance ran across the front of 
the window and bold, cut-out letters informed the customers 
that Stix, Baer & Fuller’s “toytown” was open, with the 
following message, “Come To The Big Show In Toytown.” 
Smart toy presentations were featured in each window. The 
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-—Stix, Baer and Fuller’s en- 
tire block of windows were 
devoted to toy displays during 
the opening of “Toytown.” 
Every window, as will be no- 
ticed in the photograph, di- 
rected the people to “The Big 
Show in Toyland’— 


—The sensation of St. Louis was a 

mighty “Dinosaur.” It was exhibited 

in the Stix, Baer and Fuller toy de- 

partment. The Dinosaur was 47 feet 

long; built in co-operation with the 

New York Museum of Natural History 
at a cost of $35,000— 


—The Stix, Baer and Fuller toy department with 
its light green steel fixtures and colorful cut-out 
decorations with concealed lighting effects, con- 
verted the toy floor into a veritable fairyland— 


center of each display was devoted’ to a special mechanical 
exhibit, or some interesting group of new toys. Santa Claus 
came riding to the “Toytown” in one window on a huge 
plane, the wings of which were covered with gay toys. 

The ends of each window contained cut-out Christmas 
trees. These trees formed one of the most original ideas in 
toy window merchandising seen in recent years. Each tree 
had a series of shelves, and it was these shelves that elevated 
the toys and held them up for exhibition. Most toy windows, 
so it seems, are flat. Toys instead of being elevated are dis- 
play flat on the window floor with the result that the display 
becomes a jumble of toys; no one toy stands out; no one 
group had distinction. By using the trees for toy displayers, 
height in toys was obtained and the customer had the oppor- 
tunity to view each item displayed. 





Cutout Letters No Longer a Luxury | 


PRA-TEX LETTERS 


A New Cutout Letter 


that will cling to any cloth surface without pin- 
ning or pasting, and can be used over and over 


PRA-TEX LETTERS COST MUCH LESS 
THAN ORDINARY FELT LETTERS 


for example 


1%", 106 Letter Font... 95c 
3”, 106 Letter Font. . $1.95 


Many Beautiful Colors 


ALSO PRA-TEX SUPERS A 
BIG, THICK CUTOUT LETTER 


that will cling to any rough cloth 
surface... any color including 
chromium faced ...can be used 
without tacking or gluing. Sizes: 
Y%”" to 1” thick; 3” to 9” high. 


Tell Us Your Needs. Write for 
PRA-TEX CATALOG 


THE PRATER CORP. 


1209 Washington Ave. St. Louis, Mo. 




















Timberlake Fixtures Boost Sales | 


Write for our catalog No. 37 and supplement showing 
new and interesting fixtures we are manufacturing. 


f + 


Corner castings on the above 
racks have a 2” hook for selected 
garments. Tubing polished steel 
1%” (not common gas pipe). Feet 
are graceful pattern, 17” width. 
Weight of each foot with 3” rub- 
ber tired casters about 9 Ibs. 
Racks easily assembled with slip 
joints and _ set screws. No 
threaded joints requiring a pipe 
wrench to assemble. Statuary 





bronze plated finish. 


No. 1923—-Garment Rack. Height 5% feet. Length 6 feet. 
Net Price, $7.50 each. 


Card Frame with C clamp to fit top bar of this rack, 
our No. 1040, for cards 514x7”, $7.50 per doz. No. 1042, 
for cards 7”x11”, $8.00 doz. 


J. B. TIMBERLAKE & SONS, Inc. 
JACKSON, MICH. 
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Xmas Displays With > 


Xmas Paper 


Fatt opening displays have been unveiled. The beauty 
and loveliness of window creations have been admired by 
countless customers, but the display staff can’t quit; can’t 
rest. The next presentation must be prepared; the next fea- 
ture backgrounds must be designed; the budget or appropria- 
tion okeyed; the construction work started; the window dis- 
plays planned. And, of course, the next feature presentations 
after fall opening displays are Christmas and holiday trims. 

“What can we do to make our Christmas windows differ- 
ent?” That was the question presented to the Charles A. 
Stevens, Chicago, display staff upon the installation of the 
fall opening displays. The old idea of Santa Claus and rein- 
deer; Christmas trees; snow scenes, and the old conventional 
toy workshops were decided to be too antiquated for 1931 
Christmas displays. A new idea was wanted, and it was 
found in a rather different fashion. The display head was 
consulted in the selection of a Christmas paper design for 
the covering of Stevens’ Christmas gift boxes. The paper 
pattern decided upon was a very smart and modern design. 


—An attractive Xmas paper used as a box 
cover was selected to form the decorative 
background motif for the Charles A. Stevens, 
Chicago, 1931, Xmas displays. The paper, as 
the reader will notice, forms the covering for 
the Xmas boxes, is used as a decorative bor- 
der on the window cards, while the design is 
enlarged for background panel use. The bulk 
of the window background and merchandise 
displayers follows the design suggested by 
the paper— 


And as the pattern would lend itself very admirably not only 
to the decorative motif of the backgrounds but to the form 
the window backgrounds took, the happy decision to design 
a set of displays that would conform to the Christmas gift 
box paper design was a stroke of genius. The resulting dis- 
plays were considered by many of Chicago’s shoppers to be 
the most distinctive on State Street. 

It isn’t necessary for us to comment upon the effective- 
ness of the display reproduced on this page. It isn’t neces- 
sary for us to point out the continuity between Christmmas 
box paper design and background design—these facts are all 
too evident. The reader will have no difficulty in analyzing 
the displays. Notice how the background design has been 
secured by enlarging the paper design of the boxes. Notice 
how the architectural form of the window background follows 
the design suggested by the paper. Notice how the mer- 
chandise displayers and stepped platforms follow the design 
technique of the paper. Notice how even the form of the 
merchandise presentation follows the idea suggested by the 
paper design; how angles are watched; how height is con- 
sidered; how balance is achieved. 

The success of the Stevens’ displays will start other cre- 
ative display minds working. Many of America’s Christmas, 
1932, displays will be patterned along similar lines, and while 
it won’t be possible to achieve the finished window produc- 
tions conceived by the Stevens’ display staff, many attractive 
displays will result—displays that will be a welcome change 
to the commonness of the average Christmas window display. 


(Continued on page 40) 
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For Display Equipment 
and Decorations 

























Invites 
Your Patronage 








International Register Co. 
13 South Throop Street 


“CUTAWL” Decorative 
Cutter 


Adler-Jones Co. 
649 So. Wells Street 


Window Decorations and 
Fabrics 


The Koester School 
367 West Adams Street 


Correspondence 
Instruction 
Botanical Decorating Co. 


319-327 W. Van Buren Street 


Artistic Decorations and 
Artificial Flowers 


National Card, Mat & 
Board Co. 


4318-36 Carroll Ave. 


Showcard Boards—Mat 
Boards 


Chdsnen: Casdenn Ce 


666-670 Washington Blvd. 
Art Poster and Mat Board 
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From the Xmas Ad to 


the Xmas Window 


Wirn the many hundreds of interesting and attractive 
newspaper advertisements appearing in every newspaper at 
Christmas time, DISPLAY WORLD has often wondered 
why more stores have not taken advantage of the effective- 
ness of a direct tie-up between newspaper advertisements 
and window displays. Perhaps this lack of foresight in the 
merchandising of Christmas windows has been due to the 
failure of the display and advertising departments to co- 
operate; perhaps it has been due to the fact that newspaper 
advertisements are not prepared so far in advance as window 
displays. The fact remains that but few stores have ever 
attempted to secure continuity between Christmas advertise- 
ments and Christmas displays. 

Naturally, when the Ovington, New York City, Christmas 
advertisement appeared in the New York City papers (Psst 
.. . Who Said Christmas) with Santa Claus peeping through 
the door, and the Christmas displays were unveiled with the 
same Santa of the advertisements peeping through the same 
door on the window backgrounds, the effect was immediately 
arresting. Thousands of newspaper readers recognized the 
two Santas, and thousands of Ovington customers commented 
upon the effectiveness of the presentation with, “We saw 
your window Santa in the newspapers.” We dare say that 
the Ovington Santa received more publicity than any other 
two New York City Santas. 

True, it isn’t always as practical to secure a good window 
background display with a newspaper illustration as is evi- 





dent in the Ovington cdverticement. Perhaps the two dis- 
plays were planned; but the fact remains that the idea of a 
direct tie-up between newspaper and window displays is to 
be desired. Such a tie-up serves as additional identification 
between store and newspaper, and enables customers not 
familiar with a store to associate advertisements and dis- 
plays as a means of positive identification. (Remember how 
you saw an interesting Christmas gift advertised in one of 
last year’s’ newspapers, and then couldn’t remember which 
store advertised the gift when you reached town?) 

The Santa of the windows was, of course, greatly en- 
larged. The door of the house or apartment was reproduced 
in much the same manner that it appeared in the advertise- 
ment. The difference between the two displays lies in the 
introduction of a large spray of holly at the left of the door 
and a piece of ribbon across the doorway. Shelving for gifts 
was built into the background at each side of the doorway, 
and each shelf holds attractive gift items. A smart group of 
stepped merchandise displayers were placed immediately in 
front of the doorway and attractive groups of gift items were 
shown on the steps. A neat window card at the front of the 
window calls the customers’ attention to the location of the 
gift items inside the store, as well as the price of the various 
gifts. 

Ovington’s are located on the corner of Fifth Avenue and 
Thirty-ninth Street, New York City. Naturally, windows 
appear on two streets, with a large corner window open on 













































































Awide variety of candle. 
sticks and candelabra 
priced from $3.50 up. 


Sterling silver candle- 
sticks, with weighted 
bases. 10” high. $5 a pair. 





. . > 
a. Who said Christmas: 
rated with Lerriaag bye, oom 
and imaginations. They 
merger rel Glan gen = ye New Yorkers certainly do your Christ- 
$24 « dozen. Highballs, $24. mas thinking early, don’t you? And why 

is it always Ovington’s that calls for me first? 
They seem to get the pick of the presents every 
year, and this year is no exception... 


has e lock and key. Ca 
each, 1 pint 6 ounces, wits 


Well, first come first served ... so here I go 
to 39th and Fifth... merrily as befirs me, but 
with a business-like glint in my eye none the 
less. When it comes co getting my very lowest 
prices year after year, all I can say is those 
Ovingtonians are certainly a greatiliccle people! 





Fitted with lock and key and 
Gennatally gold-tooled in an- 

jn heather fa thle Ave. 
year pista It has g 


pares. si4inc chee wide, $¥slong. 
jow only $2.50. 





Scalloped, double-decked tid- 
bit tray of genuine pewter. 


OVINGTON’S 


“The Gift Shop of Fifth Avenue, Inc.” 
FIFTH AVENUE AT 39th STREET 


ter, bottom, 9% inches. $6.50. 





That absorbing pastime, rou- 


for alternating current. 4inches 

high. Now $8.50. vy 
|. Felt layout cloth, 

aoe3i, Su 50; 24x36, $2. 





No early moming grouches when you 
this ‘right breakfast set! Of fi apie 





). The tray is reversible. 28 ii 
Other side is writing desk. Pockets for morning malt green, Ivory, 
pink, blue or lavender, $15. Non-reversible, $10. 





Charming 4-piece dresser setof 
Diack glass with Sterling silver 





“The Pioneer Woman,” heroic 
figure marching with her son, 
iat be inapiration f for thie pelt 
of bronze-finis 
@ inches high. 315 che — 





A new sort of binding for the 


Exotic lamp of cinnabar lac- 
Holy Bible. The cover is 


quer. Gold silk rectangular 
shade has Chinese design Florentine brown leather. gold: 





trimmed with red velvet and tooled and decorated with an 
gold ribbon, Soo Chow jade occlonias lastial print. Gold edge 
ial. Mountedoncarv 4 inches 


jed pages. 
wax s rrr inches long. 


recess of frame, $17.50. 








dase.22ins.high,complete$20. 


sy in pies Complete, $10. 
Until Christmas Store Opens at 9:30 A.M. Closes at 6 P.M. 
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—The _ advertisement illustrated 
above is one used by Ovington’s dur- 
ing the 1931 Xmas season. The idea, 
“Psst ... Who said Christmas,” with 
Santa Claus peeping through the 
door suggested the idea for Oving- 
ton’s Xmas window displays— 
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Ovington’s wanted a Xmas_ background. 
Ovington’s had an attractive Xmas adver- 
tisement. The advertisement was placed in 
the window, and who can suggest a more 
appropriate display ?— 


Each window background was an exact repro- 
duction of the display pictured here. Each background fol- 
lowed the plan of the newspaper advertisement. Each win- 
dow merchandised attractive gift items from all sections of 
the store, the only change in that plan of gift presentation 
being noted when a window would be devoted to a special 
showing of price merchandise, an interesting introduction of 
gift items from abroad or a concentrated display of a single 
line of goods. 

The window backgrounds were mostly white and silver. 
Color was introduced into the backgrounds by the use of 
holly sprays and bands of ribbon. The merchandise itself 
afforded sufficient color to the display. 


two sides. 
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for Striking Christmas Displays 


Cleveland Paper Tubes offer almost unlimited possibilities 
for all kinds of modern, distinctive displays—and they are 
economical. 

Set No. 1 Assortment of eight tubes (diameters 1”, 2”, 4”, 
6”, 8”, 10”, 12”, 14”) in six foot lengths—$4.85 F. O. B. 
Cleveland. 

Set No. 2 Assortment of six tubes (diameters 6”, 8”, 10”, 
12”, 14”, 1614”) in six foot lengths—$6.65 F. O. B. Cleveland. 
Set No. 3. Same as set No. 2 but in 9 foot lengths—$9.90 
F. O. B. Cleveland. 


Order your Assortments Today 


THE CLEVELAND CONTAINER CO. 


10629 Berea Road Cleveland, Ohio 


Plants: Cleveland, Detroit, Hoboken, Philadelphia 
Sales Offices: Pittsburgh, Rochester, Chicago 








CHICAGO DISPLAY SYSTEM 


A Practical School Teaching All Modern Phases of 


a & s a 
Window Display and Cardwriting 
Located in the heart of Chicago’s Loop... 
Right opposite The Fair 
Backed by a long record of successful teaching 


NOT AN EXPERIMENT 


Edgar G. Hague, director of Show Card writing instruction, 
and Will H. Bates, in charge of Window Display instruction, 
have both been teaching these subjects for many years. With 
our present location and equipment, we are able to serve you 
better than ever before. 


Write for Information 


CHICAGO DISPLAY SYSTEM | 


39 WEST ADAMS CHICAGO, ILL. 








- NEW-—-DIFFERENT---PRACTICAL AND ORIGINAL 


MAKE YOUR OWN 


BRISCHOGRAPH FOR $10.00 


AND SAVE FIFTEEN DOLLARS... 


Set of two, new scientifically correct lenses completely mounted 
in metal tube and a tube housing with flange and bolts and 
nuts ready to fasten to your home made lamp house. These 
four inch lens will enlarge 49 square inches or 7x7 inches of 
picture at one time. Will enlarge to life size within ten 
feet. CAN YOU BEAT THAT? Will enlarge same larger 
than you will ever care to copy. You simply make a box 
about 6x10x12, two sockets, cord and plug and you will have 
as fine a projector you will ever care to own. We now have 
transpose mirror for lens unit ahove at $2.00. Mirror, 4x6, is 
metal mounted and slips over lens barrel. 

Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money 
order. If you send cash, have your letter registered at P. O. 
Transpose Mirror, $2.00. All deliveries prepaid and sent fol- 
lowing day. Money back within ten days just as quick. 

} 92 E. Lakeview Ave. 

| The Brischograph COLUMBUS, OHIO 
now In 1Ts FIFTH YEAR 
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Christmas 
America! 


FOUR 1931 XMAS 
DISPLAYS FROM 
FOUR CORNERS 
OF THE WU. 3. A. 


—If you want an exceptional Xmas 
background idea, we suggest that 
you pattern your 1932 displays along 
the lines used by J. F. Mulcahy, dis- 
play director, Harvey Terminal 
Shops, Cleveland, Ohio. Mr. Mul- 
cahy enlarged a group of attractive 
Xmas cards, made them into panels 
and used one or more panels in each 
window. Merchandise was displayed 
in smart unitized groups— 


—Wnm. Hooper, display director, The 
Ernst Kern Co., Detroit, Mich., de- 
signed this attractive castle for 
Kern’s “Toy Fair.” A grass plot at 
the base of the castle wall and two 
upper terraces afforded sufficient 
space for the displaying of toys. In 
the center of the display, on the first 
terrace, a group of toy characters 
parade in endless lines; while a sim- 
ilar effect, but composed of toy 
soldiers, appears on the upper ter- 
race. This movement in the display 
attracted constant attention— 


—A display confined to two large 
groups of hosiery, one large and two 
small groups of gloves, presents the 
technique created by A. E. Roeder, 
display director, Wm. H. Block, In- 
dianapolis, Ind., for his 1931 Xmas 
accessory displays. Mr. Roeder went 
“Continental” at times in his presen- 
tations, and developed more than one 
group of interesting merchandise 
displayers—an example in this dis- 
play is of the hosiery displayer held 
by three figures— 


—A set of displays created by H. 
Leon Salmon, display director, L. S. 
Good & Co., Wheeling, W. Va., at- 
tracted considerable attention during 
the 1931 Xmas season. One trim 
is reproduced here. It shows niche 
background merchandisers, the elab- 
orate holly wreath in the center 
panel of the background, the cut-out 
Xmas message, “Christmas Time Is 
Gift Time,” and a neat display of 
pajamas. Wheeling Virginia is a 
small town and this trim proves that 
not all good displays are created in 
big city stores— 
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UPHOLDING NEW YORK CITY’S 


TRADITIONAL LEADERSHIP IN SUPPLY- 
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MILEO’S MANNEQUINS 


New Line of Famous Composition Figures 
Many New and Original Models 
Visit Our New York Studios 


MILEO—44 East 8th Street 
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MESSMORE & DAMON, Inc. 


Creators of Mechanical Displays for 
Show Window and Advertising 
Purposes 


404-408 W. 27TH STREET 
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J. R. Palmenberg’s Sons, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


1412 BROADWAY (39th St.) 








THE FRINK CORP. 


Show Window Lighting Equipment 
Lighting Engineers for Over 70 Years 


Bridge Plaza, Long Island City 













Beyer Display Service, Inc. 


Creators of Show Window Backgrounds 
and Special Settings, etc. Also 
MONTHLY RENTAL SERVICE 


103 Lexington Ave. (27th St.) 




















Einson-Freeman Co., Inc. 
Lithographed Window and Counter 
Displays for National Advertisers 
Starr and Borden Aves. 
Long Island City, N. Y. 
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CHRISTMAS DISPLAYS ARE 
IN THE MAKING 

Christmas displays are truly “Just Around the Corner” 
and many display minds are being raked for appropriate 
background ideas. This state of affairs is only natural, as 
the hunt for Christmas ideas always follows fall opening dis- 
plays. To some the problem of finding an appropriate idea 
and then designing an attractive setting will prove rather 
difficult, to others it will prove a very simple matter. With 
the many hundreds of smart ideas waiting to be used, DIS- 
PLAY WORLD cannot consider the development of 1932 
Christmas backgrounds a very difficult matter. If the reader 
doesn’t agree, just listen to this: 


1932 DISPLAYS WILL 
BE SIMPLE 

We thought—the whole world thought—1931 Christmas 
displays had reached the new “low” so far as actual appro- 
priation was concerned, but 1932 displays find the 1931 low 
quite “high” in comparison. If 1931 displays were elaborate, 
1932 displays will be quite simple. It is only natural to pre- 
sume that much of the 1931 display material will find itself 
salvaged and used again this year; while many stores will 
take advantage, for the first time, of the opportunity to secure 
elaborate second-hand mechanical displays. (Why not? If 
your town hasn’t seen the Messmore and Damon “Dino,” it 
will prove as exciting and educational a toy display as Stix, 
Baer and Fuller, St. Louis, found it to be last year.) 

We can well remember the smart displays of last year, 
with their cut-out Santas, their artificial wreaths, their toy 
lands, their elaborately decorated Christmas trees. We can 
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also remember a startling different and beautiful front 
decorated entirely with crepe paper; crepe paper fringe in 
red and green, illuminated from behind; smart cut-out holly 
wreaths and cut-out “Merry Xmas” messages. Contrast the 
cost of a crepe paper background and elaborate artificial 
displays. 

We have also seen advance copies of the Christmas cata- 
logues of leading manufacturers of decoratives, and the prices 
of 1932 decorations are amazingly reasonable. Elaborate dis- 
plays will not cost half as much as they did in 1931, and but 
few display budgets have been cut in half. Really, 1932 
Chris:mas displays, with the opportunity that they offer for 
reasonable decorations, should exceed in sheer loveliness and 
beauty the decorations of previous years. You can buy al- 
most twice as much for your money today, so 1931’s appro- 
priation should go just twice as far—or 1932’s appropriation 
should provide sufficient decorations. 





IDEAS FOR THE 
TAKING 

We have often wondered why so few stores at Christmas 
time take advan‘age of the opportunities offered to effect a 
direct tie-up between newspaper advertisement and window 
display. You must admit that many splendid advertise- 
ments are produced each Christmas, advertisements that can 
be adapted for window background work. DISPLAY 
WORLD, as an example of the effectiveness of such a dis- 
play, reproduces in this issue the Christmas newspaper ad- 
vertisement of Ovington’s, New York City, and Ovington’s 
Christmas window displays. The advertisement presents 
Santa peeping through a door, and the window background 
presents the same Santa peeping through the same door. 
We won’t comment upon the disp'ay or the idea; they speak 
for themselves. 

Dig out the old scrap-book—-we’re taking it for granted 
that you have a scrapbook—and refer to the section devoted 
to smart Christmas advertisements and ideas. In that sec- 
tion you will find many suggestions for interesting back- 
grounds. It won’t be necessary for you to build entire dis- 
plays, ensemble background panel ideas will be there in 
legion, and if you have planned a plain Christmas back- 
ground, individual ensemble panels placed in the center of 
the background will prove sufficient decoration. The ad- 
vertisements will suggest modern Santa designs, designs 
that can be reproduced in poster and cut-out effects; Christ- 
mas motifs; clever copy ideas. (DISPLAY WORLD has a 
group of less than twenty-four Christmas, 1931, advertisements 
selected at random from leading newspapers, and those 
twenty-four advertisements contain over 100 ideas for smart 
displays—some one isn’t taking advantage of their oppor- 
tunities.) 





LITHOGRAPHERS CONSIDER 
COOFERATIVE ADVERTISING 

At a meeting of the eastern lithographers at the New 
York Athletic Club, September 22, Morris M. Einson, Ein- 
son-Freeman Co., Inc., chairman of the publicity committee, 
presented a report which was well received and which em- 
phasized the opportunity for the lithographic industry to do 
a fine collective promotional job. The feasibility of a domi- 
nant cooperative advertising campaign was discussed freely 
with the result that the chairman of the publicity committee 
was asked to submit a definite plan of publicity, together 
with budget estimate, for the next meeting. It was the con- 
census of opinion that considerable progress had been made 
toward putting into action some kind of cooperative effort 
for the promotion of the lithographic business. 
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Caution! 


By ANITA ARMSTRONG 
ASTROLOGER 


SCORPIO—OCTOBER 21 TO NOVEMBER 21 


Turse people have energy, courage and independence. 
They are inclined to be conservative and resent interference. 
If you were born between October 21 and October 25, guard 
your health until after the first of next year. 


NEW MOON—OCTOBER 29, 9:48 A. M. 
WASHINGTON, D. C. 

Sagittarius, rising, brings sports wear to the fore. Square 
Jupiter and Neptune make them unusual and as Venus is 
also square, although out of orb with Jupiter and Neptune, the 
fashion will not be one of artistic or lasting value. 

The waist line will be much discussed, and trimming will 
center on this point. Sashes, girdles and belts should be much 
in demand. We may find the expansion of the slender waist 
returning, but it will be quite an effort as Jupiter is in Virgo, 
and it will be just too bad for anyone who tries to reduce 
during this lunation. 

Foreign perfumes, liquors, and fashions are to be ex- 
ploited and imports will be quite the proper fad for those 
who wish to be among the elect. 

Travel is very much to the front and foreign shores will 
look green, although it will cause much criticism and dis- 
satisfaction here at home. Both the foregoing points will 
make hard feelings and can be guarded against if taken in 
time. 

Uranus in the fourth emphasizes the unsettled home con- 
dition and as Mars trines this, much will be said about it 
and interest will cause improvement to take place. It will 
be wise to avoid signing leases, as trouble over contract hav- 
ing to do with proptrty is shown. 

Financial conditions are still unfortunate, as Saturn is in 
the second square, Uranus bringing little or no money in 
circulation. Business projects are apt to be brought for- 
ward, although there will be a lack of cooperation between 
capital and labor which is due to result in strikes and gen- 
eral confusion. 

There will be extreme criticism of organized charities 
and institutions, causing the loss of prestige of high officials. 

General improvement is shown in matters relating to food, 
clothing, hygiene and medicine, and there should be an ef- 
fort to improve labor conditions, although the government is 
headed toward trouble over taxation and representation. The 
farmer will rebel against conditions and much propaganda 
is in circulation. 

Colors are most interesting and combinations are unusual, 
such as brown, blue, violet, and white; red with white 
and metal trimmings should be most popular. Black and 
white for evening seem to hold the fort, but colors run wild 
during the day. 

Hats are still active and should be matched to the cos- 
tume to really be considered. 

Shoes are out of luck—prices are down and over-produc- 
tion is to blame. 

The theatre has an inclination towards the unusual, and it 
also brings a change of attitude to the more serious subjects. 
Mercury square Mars trine Uranus. 

Taken as a whole, things are not so bad they couldn’t be 
worse. 
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In every line some one product 
is particularly outstanding. 


CRESCENT BRAND CARD- 
BOARDS enjoy this distinction. 
CRESCENT BRANDS add dis- 
tinction and dignity to the win- 
dow display and showcards. 


CRESCENT BRAND means the 
highest quality obtainable, at a 
very moderate cost. 





New numbers are constantly be- 
ing added to our already large 
line. 


Send for Samples 





















































‘ CHICAGO CARDBOARD COMPANY 


' 666 Washington Blvd. Chicago 


FELT 


The Choice of Leading Displaymen 


FOR THE FINEST DISPLAYS 
Superior for Many Display Uses 


Over 90 colors carried in stock—edges do not fray—can 
be furnished in cut lengths. 











WESTERN FELT WORKS 


Established 1899 


Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 


Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 
1239 Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash. 


Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 








OME STUDY 


The Koester School, with 27 years of successful teach- 
ing, has always recognized the obligation to offer only 
practical instruction. That is the reason why this 
School is, today, the leading school in the world teaching 


WINDOW DISPLAY 
RETAIL ADVERTISING 
CARD WRITING 


Write for complete details 


THE KOESTER SCHOOL 


367 W. ADAMS ST. CHICAGO, ILL. 
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Nae PERFECT GINGER ALE 


—A display card for Booth’s Ginger 
Ale that proved particularly effective 
for the holiday season. Produced 
by Edwards & Deutsch Litho. Co., 
Chicago. The circular background 
is covered with imitation mother of 
pearl to give the sparkle and glitter 
of snow and ice, tying in remarkably 
with the illustrative treatment— 
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Christmas Cheer 
thru-out 
the Years 














Yiuscoveced/ 
. -- the Worlds Finest 
Electric Refrigerator 


| Westinghouse | 
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Silvertowns 


—Ketterlinus Lithographic Mfg. Co., 
Philadelphia, designed and produced 
the two holiday displays reproduced 
above. In the Goodrich display you 
find St. Nick himself, life-size, which 
is always effective. The other is for 
Atwater Kent and utilizes the Christ- 
mas tree, which in its gay holiday 
colors is sure to attract attention— 





cof 
”” Family Gift of * 

fifeti. 

helpfulness 
—A processed display set for the 
Maytag Co., designed and executed 
by the Buckbee-Mears Co., St. Paul, 
Minn. Although very colorful it is 
in good taste and makes an excep- 
tionally fine presentation with the 
greeting, Merry Christmas, pre- 

dominating— 
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—This Westinghouse is really a 
remarkable display, with plenty 
of human interest, holiday spirit 
and action. It is very massive so 
as to be used with an actual re- 
frigerator. An effective feature 
was the lighting effect. obtained 
through a flasher in back of the 
illustration of the children, mak- 
ing them appear and disappear. 
The subject was later used in a 
full page magazine ad to tie in 
with the dealer windows. Pro- 
duced by Edwards & Deutsch 
Litho. Co., Chicago— 
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Labors Merrily 
For Business 





—Stock Santa Claus cut-outs in colors by 
Einson-Freeman Co., Inc., Long Island City, 
N. Y., for use of advertisers, chain , depart- 
ment and specialty stores. Central figure is 
life-size of Santa and his bag of Christmas 
joys, with one hand arranged on a pivot so 
that it may point at any specific article. The 
six smaller cut-outs, in a variety of interest- 
ing poses, also have movable arms, and the 
additional feature of an actual, practical bag 
in which one or more items of merchandise 


may be placed— 


—An interesting display with plenty of Yule- 

tide atmosphere for Cluett, Peabody & Co., Inc., 

Troy, N. Y. Christmas colors of green and 

red predominate. Original painted by Leon 

Carroll. Lithographed by The W. F. Powers 
Co., New York City— 
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Keghsdipid 
DIAMOND RINGS 





Two especially effective win- 
dow display cut-outs for Blue- 
bird Diamond Rings, effec- 
tively executed in paint pro- 
cess by W. P. York, Inc., 
Aurora, Ill. The unit at the 
top is in shades of blue and 
green, with white, black and 
silver. It has three shelves for 
display of rings and is in two 
planes. The lower unit is in 
shades of blue and silver. Red 
is used for lettering and for 
minor part of _ illustration. 
Platform for display of rings 
and window has transparency 
for illumination— 
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Crepe Paper Windows 
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DENNISON MFG. CO. ey Wor 
FRAMINGHAM, MASS. y! ‘| = 
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Ir IS doubtful that the type window decoration 3 ae 
which will be in vogue this Christmas will be as “a 
bizarre as that seen last year and the year before. vw. A A 
The accepted symbols of the Christmas season— a ty 
holly, poinsettias, candles, and bells—will again be v i % 
in high favor. They will not be used, however, in pe ; = 
the almost too familiar fashion that was so much é f nA 
the bane of Christmas decorations previous to the ig ‘4 hen 
arrival of modern forms. These symbols will be griod va 
used in the smart modern manner that characterizes ke : % 
the new decoration. It is apparent that these famil- a oe 


iar symbols will not be drawn in the grotesque 
modernistic fashiofis. They will be used simply 
and decoratively to produce a clean and efficient 
effect that is at once stylish and beautiful. 

The colors red and green will predominate. They 
always do at Christmas and they doubtless always 
will. Let designers and decorators experiment— 
they will find no better Christmas colors. These 
colors are tradition and moreover they are the right 
tradition. However, the use of these colors will 
be relieved by the sensible use of white, gold, and 
There is no doubt that the modern form will 
predominate in the best decorations. The decora- 
tion will be architectural in its simplicity. It will 
be arranged with the intention of becoming a sea- 
sonable background that IS a background. 

As an example see illustration No. 1. This win- 
dow has a white floor. At the base of the back- 
ground and of the side wall there is a panel of 
gold, green, and red. The gold is nearest the floor, 
the green is in the center, and the red is on top. 
This panel is edged at the top with narrow tubes 
of white and green. 

At either side of the background, and on the 
back end of the side wall, there are vertical panels 
of decorated crepe paper (Dennison No. X995). This 
decorated crepe is in red, gold, and white. It is at 
once modern—but it contains the expected seasonal 
symbols in a simple and interesting design. The 
window design is completed with a row of nine- 
inch cut-out silver stars. 

It will be seen that this window has a practi- 
cally open background. This is at times desirable. 
If the background is desired to be open, the stars 
may be hung on a tightly stretched wire. However, 
if the background is desired to be closed, we suggest 
that it be entirely red. Then the stars would be 
fastened directly to it. This window presents a most 
modern appearance without departing greatly from 
the accustomed Christmas spirit. It is styled for the 
present time and should prove an excellent back- 
ground. 

(Continued on page 40) 
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1400 SYNDICATE 
STORES USED THESE 
WINDOW DISPLAYS... 


“We were anxious to create promotion material 
that would intrigue the millions of women who 
pass through our stores each week, as well 
as to consolidate our position with the store 
managers. Now that we have good reason to 
believe that we have been extremely successful 
in these respects, we deem it right to pass on 
; to you a large share of the credit.” 

Relax — and Read! ™ 


“women 


EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 
OFFICES AND MANUFACTURING PLANT 
STARR & BORDEN AVENUES, LONG ISLAND CITY, N. Y. 


NEW ENGLAND OFFICE - 302 PARK SQ. BLDG., BOSTON, MASS. 
WESTERN OFFICE- WRIGLEY BLDG., CHICAGO, ILL. 
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Inventors and Manufacturers of the Einson-Freeman Patented Double Tier Container 
Licensee for Canada . . . Somerville Paper Boxes, Ltd., London, Ontario, Canada 








New Markets 
For Old 


SEVERAL weeks ago, I was asked to comment on the 
“seven-point plan” to bring about the restoration of prosperity 
proposed by Grover Whalen, in collaboration with the Amer- 
ican Federation of Labor. In my answer, I compared the 
monster of over-production which we have raised, to a veri- 
table Frankenstein which American business has created to 
its own ultimate ruin and destruction. 

There seems to be no doubt among the sound economists 
and more than surface thinkers in business, that the basic 
reason for our business depression has been just this over- 
stimulation of production. 

How has it come about? Perhaps a quotation from Harry 
Tipper’s interesting new book, “The New Challenge of Dis- 
tribution,” might indicate to us at least one contributory 
factor which is applicable to our own business as well as to 
industry in general. 

“Enormous sums of money and armies of men are con- 
stantly employed in the improvement of product, the develop- 
ment of new mechanical processes and the researches of pure 
science. Mathematical and mechanical laws are thoroughly 
explored, comprehended by tens of thousands of men, and 
developed, in their applications to hundreds of problems, by 
other groups of investigators, inventors and improvers. In- 
dividual manufacturers spend large sums, in proportion to 
total volume for the regular consideration of these problems 
and continue these developments through good times and 
bad. Scientific societies, universities, technical schools, foun- 
dations and research laboratories add their studies and dis- 
coveries to the total body of knowledge.” 

And, as Harry Tipper later on brings out, in comparison 
with this highly organized concentration on the production 
side of business, very little has been done, relatively speak- 
ing, on the distribution side. The great problem of the world 
at present is not to find ways and means of improving proc- 
esses so that even more may be produced, but to find better 
and sounder methods of distribution and new markets for 
the product of our plants. 

How to do this and where to seek for this new market is 
again indicated by two other significant paragraphs in Mr. 
Tipper’s book. The first one makes a most enlightening com- 
parison with the automotive business, which may apply almost 
without the change of a word to our own industry: 

“The automobile has gained its predominant place in in- 
dustry largely because the product, as an element in trans- 
portation, has become of constantly greater value to the user. 
On the other hand, the unnecessary competition in distribu- 
tive effort has been definitely responsible for the losses of 
the dealer, the used car problem, the instability of price and 
the difficulty of balancing demand and supply.” 

The real answer to the problem is indicated in a preceding 
paragraph: 

“The objective of distribution is not to beat competition, 
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By MORRIS M. EINSON, Pres. 
EINSON-FREEMAN CO., INC. 
LONG ISLAND CITY, N. Y. 


bbut to be more useful to the purchaser. The prize of profit 
will come to the business that is able to attain this objective, 
and to do so continuously.” 

Now let us see how this applies, specifically, to our own 
business. 

There are approximately 200 national advertisers in the 
United States who are large users of lithographic material, 
who have their own advertising departments which follow 
through their campaigns in the so-called “major media”’— 
magazines, newspapers and radio—with posters, car cards, 
window and counter displays, containers, packages, direct 
mail and the hundred and one lithographic units that play 
an important part in merchandising the message. 

Concerns like the American Tobacco Co., Coca-Cola, 
General Foods, Eastman Kodak and the other 196, I might 
say constitute the market for most of the lithographers to 
solicit business. The competition is, therefore, extremely 
keen and the speculation in sketches and terrific price cut- 
ting make it difficult of profit for the contestant who is for- 
tunate enough to get an order. 

Competition of that type is not the life of the lithographic 
trade. True, it is a big market—but it is not a profitable 
market. There is another market for the lithographic in- 
dustry which is hardly touched by the average lithographic 
solocitor and which offers not only a tremendous potential 
source of business, but an opportunity to develop to great 
proportions accounts of a more profitable nature. That is 
the market of manufacturers who have more or less adver- 
tised in other media during the more prosperous days and 
who, either because of lack of funds or lack of courage, have 
discontinued advertising altogether. These manufacturers 
are receptive to suggestions of a nominal advertising expen- 
diture that would bring in almost immediate results, as may 
be demonstrably secured through the media the lithographer 
has to offer. 

These include such material as posters, car cards, window 
displays, counter displays, more attractive and effective dis- 
play containers, new and more modern packages and labels. 
All of these lead directly to the dealer and make a better 
showing in the dealer’s store where the advertiser can com- 
pete on an equal basis for attention with the advertiser whose 
expenditure runs into great amounts. 

The problem, then, is how to reach this manufacturer. Un- 
fortunately, there are no mailing lists to reach him. To send 
letters to every manufacturer in the hope of hitting the right 
one would result in tremendous waste. It would also be too 
expensive to employ armies of salesmen making personal trips 
in the hope of getting the right prospect. There is only one 
way in which this great market of prospective lithographic 
users can be reached effectively and economically and that is 
by advertising in the trade papers that reach them. The old 
axiom about the shoemaker’s family going barefooted holds 














October, 1932 


good with the lithographic industry, whose product is sold to 
the advertiser, but which does not itself advertise. 

I believe that if more lithographers, individually, adver- 
tised in trade publications, the industry would not only re- 
ceive greater recognition in the eyes of its customers, the ad- 
vertisers, but would enjoy a much greater portion of the 
advertising budget. If it is too much to expect that indi- 
vidual plants should advertise, then at least they should be 
willing to contribute towards a cooperative budget, so that 
the lithographic industry can keep before the advertiser the 
vital part that lithographic media play in any plan to stimu- 
late and increase sales. 

There are many manufacturers today who might be inter- 
ested in repackaging, relabeling, direct mail, posters and 
dealer helps of all kinds, but who do not know the sources 
of supply, and flounder around trying to place such business, 
on the basis of their limited knowledge... By a cooperative 
advertising campaign they can be taught to “consult your 
lithographer first” for any such material. As a result, the 
lithographic industry would have a source of real leads for 
business which could not be had in any other way. 

Inasmuch as we must depend on the advertiser for our 
business, we ought to have enough faith in advertising to 
take our own medicine and advertise. 





NEW SELF-ILLUMINATING 
GLASS FOR SIGNS 

“Words of Fire Glass,’ so named because of its brilliant 
and flame-like self-illumination, is a new, flat-rolled, solid 
color glass with a diamond prismatic pattern, moulded into 
the reverse side, so made that natural or artificial light is 
brightly reflected from it. Its brilliance being effective up to 
500 or more feet away. This new and unique reflecting glass 
makes possible new and strikingly different effects in display 
signs of all kinds. It is not only remarkably effective when 
used for signs on commercial delivery cars and trucks, but is 
equally desirable for window display and interior signs. It 
is indefinitely permanent in reflecting power, because there 
are no metallic or mirrored reflectors to tarnish or break. It 
is permanently fast color, being impervious to sun and 
weather, and will reflect an advertising message, name or 
slogan under any weather condition, even on dark and stormy 
days. 

A special feature pointed out by the manufacturer is that 
sales messages in these signs may be changed at will in as 
much as all lettering or design work is done on plain, double 
strength glass or Flexcele, an unbreakable substitute for 
glass, which can be easily removed to change message. 
“Words of Fire,” self-illuminating glass is then placed behind 
the plain glass and reflects with brilliant intensity through 
the unpainted portions of the plain glass. 

“Words of Fire Glass” can be supplied in six rich 
colors—red, orange, blue, green, gold, and silver, and signs 
may be so made to reflect all one color or a combination of 
the mentioned colors. The company owning exclusive sales 
rights in this country are seeking distributors throughout 
the United States. 





IMPORTANT DISPLAY 
IMPORTATIONS 

Special announcement has been made of the important 
display importations, consisting of a distinctive and original 
line of new models and mannequins of every kind and de- 
scription and of advertising figures by The John Importing 
Company, 33 West Thirty-fourth Street, New York City, as 
direct factory representatives for Haefner and Schoen, Berlin, 
Erdmannsdorfer, Berlin, Johann Gottwald, Wien, and Lad- 
mann and Co., Wien. 
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be 15 99 NEW 
EMBOSSED LETTER BOARDS 


New (Ultra-Soft) center ... modern Tri-Toned pat- 
terns, Wood Grains and others . . . the Cardboard that 
is (pre-tested) for your S-A-F-E-T-Y! 


NOW ... (26) “Nat-Mat” perfected Embossed Letter 
Boards; moderate prices prevailing. Air brush de- 
signs obtainable. Complete samples free. 


Local dealers in all principal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 














The Fountain Air Brush 


THE AIR BRUSH OF THE PARTICULAR ARTIST 





The World’s Standard Air Brush for 

Over 40 Years 

Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 West Van Buren St. Chicago, Illinois 

















T U 


Ss DiI O * 
Sieeel Largest selection of Man- 


nequins Mill. Heads — 
SIEGEL MANNEQUINS, INC. hates’ Gn gc ill 


Made in U. S. A.—Low 
501 7th AVE, AT 37th ST. NEW YORK price and exclusivity. 


PENN. 6 - 9RODA Prompt Delivery. 












































AMAZING SELLER! HUGE PROFITS! 
Sell Pockets Full Every Day 
Sell new Suction Sign Clips to every merchant 
in town. Holds signs, posters, menus, merchan- 
dise against windows or show case. Sells to 
dealers on sight in dozen lots. Retails 10c each 
—$1.00 per dozen. Cost to you: 
2 doz. (50c doz.), $1.00 12 doz. (40c doz.), $4.80 
; Sample and particulars—10c 
Be the first in ‘your territory. Write at once. 
MASTERLITE MFG. CO. 
110 E. 23rd St. Dept. S. J. 29 New York City 


Animated Christmas Displays 


| New and used, sold, rented or exchanged. Turntables, Auto- 














matic Signs, Interchangeable Price-Numerals, etc. Write for 
illustrated catalog. 


GENERAL DISPLAY WORKS 


145 West 24th Street New York, N. Y. 














WHEN WRITING ADVERTISERS 
PLEASE MENTION DISPLAY WORLD 








Display Welcomes 
The Acid Test 


In these gloomy days of depression and fear, when hand- 
kerchiefs are moist with the tears of despair, when skinny 
publications too sharply emphasize retrenched advertising 
budgets, when names of corporations that represent the 
“ideal” of American industrial accomplishment no longer 
adorn the advertising panorama—at such a time the window 
display industry is up and doing and winning for itself the 
admiration of the advertising and business world. 

Window display installation companies everywhere are 
doing a nice volume, far more favorable in point of percent- 
age than all other advertising media with the exception of 
radio. The medium is winning more converts every day 
and now, more than ever before, advertisers who have too 
often neglected this low cost sales medium are seeking the 
facts and figures which long ago should save been common 
knowledge to them. 

This has been proven by the very excellent results that 
are being obtained as a result of the dominant advertising 
campaign now being conducted by the Cooperative Committee 
of the Associate Installers of Window Advertising, Inc. 

Finally the installation business has emerged from its 
trappings, stability has been achieved, modern business meth- 
ods are in operation, and no longer can the advertiser ques- 
tion the almost “letter perfect” execution of his display re- 
quirements. 

All of this has involved considerable cost, reflecting the 
courage of its leaders and their full confidence in installed 
displays as a low cost sales energizer. 

Leo H. Bristol has recently stated that the real acid test 
of advertising is whether or not it is an “economic force.” 
There is no longer room in the strenuous fight for trade to 
be governed by past enthusiasms and prejudices. Advertising 
can be used only when it is the most economic form of creat- 
ing sales. So advertising in general is being carefully 
scrutinized and from it there will emerge new evaluations. 
It is just such a situation that the window display interests 
have welcomed, for window display advertising can win for 
itself its rightful place on the findings that “business eco- 
nomics” develop. 





“SALES SPOT ADVERTISING” 
AND WINDOW DISPLAYS 


The United States Printing & Litho. Co., Cincinnati, O., 
has just issued a booklet, “Sales Spot Advertising,’ which 
does an exceedingly fine job in establishing window display 
advertising as a most effective and low cost selling medium. 

C. W. Browne, manager, marketing service, under whose 
guidance the booklet was prepared, described it as follows: 

“Through factual data, it establishes window display as 
an advertising medium of major importance. It offers sug- 
gestions and develops ideas helpful in solving such problems 
as maintaining demand; introducing new products; eliminat- 
ing the spots in spotty distribution; and getting better sales 
results from advertising of all kinds. 

“Such comparisons as are made are offered without preju- 
dice, and with full respect for the worth of other media. 
What the book strives to do is to bring about an adequate 
recognition of the real value of an advertising medium too 
often relegated to the background, or brought in as an after- 
thought. ; 

“For either large or small concerns this book represents 
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a transference of emphasis from art work and production 
on the one hand, to purpose and effect on the other, through 
discussions and statistical material on the following points: 
(1) Circulation; (2) character of circulation; (3) amount of 
circulation; (4) cost of circulation; (5) what can sales spot 
advertising do?; (6) coverage of sales spot advertising, and 
(7) how many displays needed. 

“It furnishes a real guide to the application of sound 
principles because it gives facts. It is an easy matter to 
apply the information and adapt it to a particular business. 
A proper valuation of window display will enable the adver- 
tiser to secure better returns from his other media. This 
book represents a scientific and statistical study of window 
display as an advertising medium and should be heartily 
welcomed by everyone in any way concerned with adver- 
tising.” 

A copy of this booklet can be obtained upon request to 
any office of the U. S. Printing & Litho. Co. 





AN INQUIRY 
WITH A MESSAGE 


Do you know where we can get some data showing the 
increased use of window displays by national advertisers 
during the past few years? Also, what increase in volume 
of sales this increased showing of merchandise has brought 
about ? 

We find, in dealing with manufacturers and their advertis- 
ing agencies, that there is a deeprooted prejudice against 
spending money for window displays and the only way to 
combat this attitude is to build up a picture of definite 
value, based on actual results obtained by national adver- 
tisers. 

American Tobacco Co., for example, makes window dis- 
play a major item in their advertising budget, yet many 
large firms don’t list this medium in their budgets at all. 
Because window display space is free, it is looked upon 
askance and as being of little importance. We want some 
recent facts and figures to offset this attitude—Richard 
Walter, advertising manager, Sun Advertising Co., Los 
Angeles, Cal. 





OATHOUT AND CLEVELAND 
HAVE MERGED 

Oathout Display Service and the Cleveland Window Dis- 
play Service, Inc., both of Cleveland, Ohio, have merged 
and will do business under the latter style. Chas. D. Oath- 
out is president and general manager and I. R. Copperman, 
secretary and treasurer. The company has complete studios 
and warehouse facilities, occupying 1,500 square feet at 2450 
East Ninth St., a very convenient business section. Both 
of these companies have been established in the Cleveland 
and Northern Ohio territory for some years and have 
directed window display campaigns for a great many of the 
larger national advertisers. In addition to installation con- 
tracts, the company will act as distributors for display and 
decorative materials and equipment, and will operate a spe- 
cial department for the design and installation of exclu- 
sive displays for exhibits, conventions, etc. 





OBERFELDER AFFILIATED WITH 
IVEL DISPLAYS 


Robert E. Oberfelder, former president of Oberfelder- 
Franken, Inc., New York agency, has become affiliated with 
Ivel Displays, Inc., New York window display manufacturers, 
in the capacity of sales representative. Mr. Oberfelder brings 
with him years of sales and merchandising experience in the 
advertising field. 
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ALBANY, N. Y. 4 BUFFALO, N. Y. 
659 Broadway 378 Pearl St. 
SYRACUSE, N. Y. CQ orrices ROCHESTER, N.Y. 
518 S. Clinton St. 165 St. Paul St. 
Windo-Craft Display Service Ine. 
Home Office Buffalo 


A Leading Service Satisfying Over 
150 Leading National Advertisers 


DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 
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NEW JERSEY WINDOW DISPLAY SERVICE 
MONTCLAIR NEW JERSEY 

















ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BOISE, SOUTHWEST IDAHO-—J. A. Wright, P. O. Box 1292. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 








CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OH1IO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














ORANGE, Texas—Walter Journeay, 1003-4th St. Real Service. 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





PITTSBURGH, PA.—Ryan Display Service, Broad and Station 
Sts., E. E. H. J. Ryan, Mgr. Thoroughly covering Pittsburgh terri- 
tory and Western Pennsylvania. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





CINCINNATI 


AND SURROUNDING TERRITORY 
CINCINNATI DISPLAY SERVICE 
519 Main Street Cincinnati, Ohio 
DAYTON DISPLAY SERVICE 
402 Industries Bldg. Dayton, Ohio 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





LOUISVILLE, KY.—Myers Display Service, 415 W. Main St. 
Melvin H. Myers, Mgr. Hundreds of choice window locations at your 
service. “ASK ANY ADVERTISER.” 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 





MILWAUKEE, WIS.—STEFAN, INC., 1920 W. Vliet St. Covering 
Milwaukee and principal Wisconsin cities exclusively for national 
advertisers. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mgr. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. Dak. 





ST. LOUIS, MO.—Thornhill’s Display Service, 807 Mart Bldg. Com- 
plete and reliable window display service for national advertisers. 
Satisfied clients. 





SEATTLE AND WESTERN WASHINGTON —W ind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service 





SPRINGFIELD, OHIO—Crawford Display Service, 221 June St. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry Se. 
A complete window display service in this vicinity. ; 
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Pacific Coast Displaymen 


Meet at Seattle 


Tue Ninth Annual Institute of the Pacific Coast Associa- 
tion of Display Men was held at the Olympic Hotel, Seattle, 
Wash., September 6-7, and what a fine and instructive pro- 
gram was prepared for visiting displaymen by the executive 
committee of the P. C. A. D. M. Many of the Pacific Coast’s 
leading display executives demonstrated the latest develop- 
ments in merchandise presentation and the ideas presented 
during these demonstrations were alone worth the time, effort 
and money extended in attending the institute. Attendance, 
of course, was not up to expectation, but what convention at- 
tendance this year has exceeded the attendance of previous 
years? 

DISPLAY WORLD acknowledges the splendid work of 
Wm. H. Scharninghausen, display director, The Bon Marche, 
Seattle, Wash., president of the P. C. A. D. M. in assembling 
the excellent institute program, and for his untiring efforts to 
successfully conduct the affairs of the institute. Mr. Schar- 
ninghausen was assisted by the following group of capable 
Pacific Coast display executives: Eric Ostrom, Klopfen- 
stein’s, Inc., Seattle, educational committee; Fred J. Port- 
man, Turrell Shoe Co., entertainment; Allyn Dean, Mac- 
Dougall-Southwick, general chairman; W. E. Day, Rhodes 
Department Store, photo exhibit, and Stanley Thompson, 
Nordstrom’s, Inc., publicity. 


THE SPOTLIGHT OF EXPERIENCE 


‘ 


*.. . Ha need not go over his road in the dark—if he can 
take with him the light of other men’s experience.” This, 
John Wanamaker, motto served as the inspiration for con- 
structive institute work. Every paper and demonstration was 
given by a man well versed in the subject he presented. Mer- 
chandise demonstrations were accomplished by: Allyn Dean, 
window demonstration; A. Delsman, Frederick & Nelson, 
new ideas in draping; Wm. Scharninghausen, new ideas in 
fixtures and decorations; Harold Shattock, mannequin drap- 
ing; R. J. Muehlman, Littler’s Men’s Wear, men’s wear dem- 


onstration; Herbert Hildebrandt, Bon Marche, card writing 
demonstrations. 

The price of experience is beyond the value of dollars, for 
it is paid for in time, in study and in doing. Such speakers 
as H. P. Burdick, assistant editor The Seattle Times—“‘As 
the Public See Window Displays;” E. A. Norling, artist, as- 
sociate instructor Cornish School—‘When An Artist Window 
Shops;” Tom Jones Parry, Tom Jones Parry, Inc., Adver- 
tising—“Psychology in Display;” H. M. Fisk, Fisk Display 
Service—“The Small Dealer’s Display Problem;” R. D. 
Friend, sales promotion manager, Bon Marche—“Coordinat- 
ing the Promotional Facilities of a Store;” Stanton Frederick, 
Staton Frederick, Inc.—‘Decentralizing Business ;” J. H. L. 
Harris, The Egyptian Lacquer Mfg. Co—‘“Colors and 
Paints,” and Ed Danks, Ed Danks Display Service—“The 
Right Way To Use Manufacturers’ Display Material,” pre- 
sented authoritative papers to the institute and their knowl- 
edge will certainly be retained by the institute’s attendance— 
many notebooks were noted. 


HIGH SPOTS OF THE INSTITUTE 


The institute program opened with a noon luncheon. 
Mayor John F. Dore, of Seattle, delivered the address of 
welcome; T. Elrick, Calhoun Hat Shop, Vancouver, B. C., 
responded. Frank McL. Radford, president of the Bon 
Marche, Seattle, informed the delegates: ‘People haven't 
lost their desires for better merchandise. Sales are increas- 
ing for the better grades of articles every day. In this 
changed attitude of the buyer, I am confident we are seeing 
evidence that the depression is near an end.’ Tom Jones 
Parry told of the psychological phases necessary to proper 
preparation of advertising displays. He praised the 
changed attitude of merchandisers in stressing quality rather 
than price appeals. 

E. A. Norling emphasized arrangement, color and art 
work as factors in window displays to attract public atten- 
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tion. R. D. Friend said, “The customer’s point of view has 
changed, and new sales methods are being developed.” 
Friend also said, “In reality, we are getting back to the 
good old fundamental methods, whose soundness has been 
proven in the past. The customer today is buying with the 
point of view of permanency, quality and utility, rather than 
price.’ Stanton Frederick declared, “Business has become 
too specialized. Now the tendency is to get back toi the fun- 
damentals of the old days of storekeeping.” 
ELECTION OF OFFICERS 

At the election of officers for the 1932-33 term, Thomas 
Elrick, Vancouver, B. C., Calhoun Hat Shop, was elected 
president of the association. First vice president, G. E. Wil- 
liams, Yakima, Wash., Barnes-Wooden Co.; second vice 
president, Albert Lawrence, Seattle Wash., Rhodes Depart- 
ment Store; third vice president, L. A. McMullen, Portland, 
Ore., Eastern Outfitting; secretary-treasurer, Fred Tonge, 
Vancouver, B. C., David Hall Sign Company. 





DISPLAY CLUB VISITS 
LIGHTING INSTITUTE 

The Chicago Display Men’s Club opened its fall and win- 
ter season with a most interesting session Monday evening, 
October 3, as guests of the Chicago Lighting Institute, 36th 
floor Civic Opera Building. Carl W. Zersen, lighting en- 
gineer, conducted the club through the institute and demon- 
strated the many variations of lighting application. On the 
stage of the auditorium there is a miniature city, which when 
fully illuminated presents almost every form of modern 
advertising and display illumination. It forcefully proved 
the great transformation that is brought about by proper 
light intensities and why the brightest streets are the busiest. 
The application of colored and motion lighting to window 
displays was also effectively demonstrated, bringing out the 
increased attraction power thus obtained. There was an 
attendance of approximately fifty displaymen. (Guests of the 
evening were N. Silverblatt, secretary DISPLAY WORLD, 
Cincinnati, and Carl H. Shank, display manager, Stix, Baer 
& Fuller, St. Louis. 





BOSTON CLUB SAYS, 
WATCH US! 

The first Fall meeting of the Boston Display Men’s Club 
was held September 21, at its headquarters, Boston City 
Club. After a dinner, the meeting was opened by the newly 
elected president, Edward Sherman, Kennedy Co. 

As there was considerable business, this meeting did not 
follow the usual routine of a guest speaker and talent. The 
plans of the new president were presented to the members and 
met with very high favor. 

After the usual reports of the secretary and treasurer 
were read and accepted, Mr. Sherman named “Hy” Blue- 
stein, the new vice president, again chairman of the enter- 
tainment committee, which he so successfully filled last year. 
Dave Kresfield was named chairman of the educational com- 
mittee, a mighty able appointment. 

Regardless of all this depression they talk about, you are 
going to hear plenty from the Boston Club this year. 

John J. Waite, Secretary. 





NEW LINE 
CUT-OUT LETTERS 

PRA-TEX letters have just been announced by The Prater 
Corp., 1209 Washington Ave., St. Louis, Mo. These cut- 
out letters will cling to any cloth surface without pinning 
or pasting and can be used over and over. There are two 
types, namely flexible of imitation felt and thick letters in 
thickness of one-quarter to one inch. 
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Mlodern Xmas Trees 
Make Mlany Sales 


NOVEMBER Issue Celotex 
“Eye-Catching Ideas’ Gives 
Santa Claus Big Helping Hand 


HHE NOVEMBER ISSUE of ‘‘Eye-Catching Ideas’’, which 

Celotex publishes every month for the benefit of workers 
in the display field, is a special Christmas number filled with 
helpful suggestions. 


Fill out the coupon below. Mail it now and receive the big 
November issue. There are no obligations. “Eye-Catching 
Ideas” is free to display men. 


Among the timely and helpful ideas in the November number 
are designs and explanations for a variety of interesting 
fixtures made of Celotex products that will greatly stimulate 
holiday trade. 


These include a modern type of Christmas tree for the display 
of seasonal merchandise that will undoubtedly sell many a gift. 





Display men not only find 
“Eye-Catching Ideas” helpful. 
They also are showing a 
marked preference for Celotex 
products —especially for C-X 
Wallboard and Celotex Build- 
ing Board. They appreciate 
their ease and economy of 
handling, their adaptability, 
rigid quality and nail hold- 
ing power. 


For cutouts, window blocks, 
dividers tor your windows 
and for every style and type 
of background—paneling, 
post trim, valances—these 
materials are ideal. 


. 
Some of the designs of interesting 


fixtures found in the November 
issue of “Eye-Catching Ideas”’. 


CELOTEX 


BRAND 
INSULATING CANE BOARD 


Registered United States Patent Office 














Ce 


‘ D.W.—10-32 
: CELOTEX SERVICE BUREAU 
: 919 N. Michigan Ave., Chicago, Ill. 


$ Please send me literature on 
: Celotex and the C-X Wallboards. 
- Add my name to your monthly list. 


: Name 





- Position 





: Firm 





> Street_ 
: City and State 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 
MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


Adv. Travel Message Signs 
Reliance Specialties Mfg. Co., Inc., 570 Lexing- 
ton Ave., New York City. 


AIR BRUSHES 


Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 
ARTIFICIAL FLOWERS 
~ Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


BACKGROUND COVERINGS 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
BACKGROUND PANELS 
Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 
BACKGROUND SETTINGS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, Ill. 

Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 

be Adler-Jones Co., 651 S. Wells St., Chicago, 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BILLOW-PAK 
Kimberly Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


CARD HOLDERS 


J. B. Timberlake & Sons, Jackson, Mich. 
Schneider Bros., 19 N. Sheldon St., Chicago, 


Til. 
CARVED GLASS 


Rawson & Evans Co., 710 Washington Blvd. 
Chicago, Ill. “ i 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COMPOSITION BOARD 
The Celotex Co., Palmolive Bldg., Chicago, III. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUT-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St. 
New York City. 


DISPLAY FIXTURES—METAL 

Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


J. B. Timberlake & Sons, Jackson, Mich. 
DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 
DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 

The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 

J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


Shoe ' ces Co., Inc., Aurelius Ave., Auburn, 
ms Ke 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
= Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


DISPLAY RACKS—METAL 
se Bros. Co., 177 Chestnut St., Newark, 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Ill. 


FABRICS FOR DISPLAY 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 

Mendelsohn Fabrics Co., 1658 Broadway, New 
York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FIXTURES-MOULDED 
— Bros., 19 N. Sheldon St., Chicago, 


FLOOD LIGHTS 
The Frink Corp., 369 Lexington Ave., New York 
City. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 
GELATINE SHEETS 


Rosco Laboratories, 367 Hudson Ave., Brooklyn, 
nN. XY. 
Ender Mfg. Co., 217 Grand St., New York City. 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
iN. as 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


LETTERING BRUSHES 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


LETTERING PENS 


Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


MANNEQUINS 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Blv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, Ill. 


MECHANICAL DISPLAYS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, Ill. 

Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

United Display Service, 440 So. Dearborn St., 
Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns) 











October, 1932 


DISPLAY WORLD 


39 


Complete Trade Directory of Window Display and Store Equipment, Decoratives, Accessories and Specialties 





MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, IIl. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. 24th St., New 
York City. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 


POSTERS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


PLYWOOD 
Douglas Fir Plywood Mfrs., Skinner Bldg., 
Seattle, Wash. 
PRICE TICKETS 
Display Price Corp., 570 Lexington Ave., New 
York City. 
PROJECTORS—ENLARGING 


Brischograph Co., 92 E. Lakeview, Columbus, 
Ohio. 


REFLECTORS—SHOW CASE 
The Frink Corp., 369 Lexington Ave., New 
York City. 
REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave., New 
York City. 


SCHOOLS—CARD WRITING 


The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
RY. 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 

National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, IIl. 

Miller Paper Co., 80 Wooster St., New York 
City. 


SHOW CARD COLORS 
Bert L. Daily, Inc., 126 E. Third St. Dayton, 
0. 


SHOW CARD SUPPLIES 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


SIGNS—GLASS 
Rawson & Evans Co., 710 Washington Blvd., 


Chicago, Ill. 
Silk Screen Process Supplies 


Colonial Process Supply Corp., 126 W. 23rd St., 
New York City. 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Ill. 


SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 217 W. 
125th St., New York City. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave. New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, IIl. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


General Display Works, 145 W. Twenty-fourth 
St., New York City. 


VALANCES 
Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
VELVET-COVERED JEWELRY 


DISPLAY FIXTURES 


Art Jewelry Case Corp., 29 W. 15th St., New 
York City. 


WALL BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St., 
New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 








NEON CLOCK 
WINDOW ATTRACTION 


ILLUMINATED, ROTATING, 
ADVERTISING SIGN 


An electric clock illuminated with colorful neon and set 
in a decorative mahogany or walnut cabinet has just been 
introduced by the Telenad Corp., 1133 Broadway, New York 
City. Below the clock is a changeable traveling message 
continuously moving and operated by a small electric motor. 
Underneath this message is a large space for the local 


The Clark illuminated, rotating, advertising sign will dis- 
play any message or slogan in brilliant red and green trans- 
parent letters that stand out like neon electric letters. There 
is nothing to get out of order as it will revolve as long as 
the bulb is burning in the socket of the lamp. It is priced 
at an exceptionally low figure. 





DASE ANIN 


dealer’s name. 





SPECIAL ATTRACTIONS 
FOR CHRISTMAS 


A bulletin has just been issued by General Display Works, 
145 West Twenty-fourth Street, New York City, showing a 
You can secure a 


number of animated Christmas displays. 
copy upon request. 


NEW LINE OF 





DISPLAY FIGURES 
Robert J. Kugelman, 14 West Fortieth Street, New York 


blouse busts. 


City, announces a line of new display figures created by 
prominent European artists. The line includes women’s, 
men’s and children’s models, as well as millinery heads and 








e Opportunity Exchange e 











FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c¢ pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








ATTENTION, CARD WRITERS! 


Use COMIC FIGURES on cards or signs. 

TRACE ‘O” CHART is what you need. 

Sample and particulars, 25c postpaid. 
JOURNEAY 

1003 Fourth St. Orange, Texas 











SOBEL’S DISPLAY 
FIXTURES 


are now available to large jobbers 
who can use quantities of metal com- 
bined with wood display fixtures for 
all types of stores. Samples cheer- 
fully furnished at cost. 


S. SOBEL DISPLAY 
FIXTURE COMPANY 


143 Grand Street New York City 








POSITION WANTED—Display Manager, 
twelve years’ general department store ex- 
perience, wants position with store where 
style and quality displays are needed. 
Progressive, alert, married, 34 years old. 
Now’ employed. Will go anywhere. 
Capable of handling extra large job. For 
details, answer at once. Address E. E. H., 
Care DISPLAY WORLD. 








LET’S EXCHANGE AND SAVE 
THE DIFFERENCE! 
Messmore-Damon mechanical Hindoo Man 
with Magic Fish Bowl—Large Clown Head 
Spinning Top—In good running condition. 
BRAGER-EISENBERG, INC. 
BALTIMORE, MD. 

M. Hartmann, Display Manager 
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CREPE PAPER WINDOWS 
FOR XMAS 


(Continued from page 30) 

Window No. 2 uses the same decorated crepe paper. The 
design is even more in the modern mode. The floor is red 
and so is the background. On either side of the background 
there is a full width of decorated crepe paper (Dennison 
No. X995). About nine inches from either side of these wide 
panels there is a narrower width of the center design of the 
decorated crepe. It will be noted that both these wide and 
narrow panels are continued across the floor toward the glass. 

At the top of the background there is a fifteen-inch width 
of silver crepe paper. Below this there are three narrow 
tubes of silver crepe paper. The window is also bordered 
with silver tubes. 

If an open-back window is desired, simply leave off the 
red under the decorated crepe paper. This window will 
prove bright and colorful. It will be a fine background for 
merchandise that is particularly light in color. 

Window No. 3 is perhaps the most striking of the group 
illustrated. It should be constructed in an entirely closed 
window. 

The background is of flat silver crepe paper. On this 
there is a diagonal pattern of three widths of decorated 
crepe paper (Dennison No. X991). This decorated crepe is 
in brilliant red and white and it is of a most unusual design. 

Each of the three panels of decorated crepe paper is edged 
with a narrow tube of red and orange. These tubes should 
be close together and the orange tube should be on the in- 
side; that is, next to the decorated crepe. The effect of these 
two colored tubes is one of indescribable brightness. The 
orange color does not detract from the general Christmas 
effect but only adds to the red tones. Between each of the 
panels of decorated crepe paper there are three narrow 
tubes—red, orange, and green. The result is really most 
unusual. The floor is red and the window design is finished 
off with red tubes as edgings. 

It is easily seen from these windows that a liberal use 
of the accepted Christmas symbols plus a generous use of 
modern form produces some most unusual and charming 
effects. The use of such seems to be the expected trend for 
crepe paper windows this Christmas. 





XMAS DISPLAYS WITH 
XMAS PAPER 


(Continued from page 20) 
Many stores do not prepare their own Christmas gift boxes, 
and in this respect the following of a similar window pro- 
gram will be rather difficult. Where it is impossible for the 
displayman to secure an attractive design from store gift 
boxes, we suggest that he select his own paper and secure a 
sufficient quantity to cover the boxes he will use in his dis- 
plays, and to use that paper design for just his window work. 
Several items must be watched very closely if Christmas dis- 
plays patterned along these lines are to achieve smartness. 
These things are: 

1. Select a Christmas paper that has dramatizing pos- 
sibilities. 

2. Use the design with discretion as a background for the 
presentation of the Christmas merchandise. 

3. Use the paper on all window cards as decoration—bor- 
ders, strips, backgrounds. 

4. Use the paper for Christmas gift boxes that appear in 
the window displays. 
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IOWA-NEBRASKA DISPLAY 
MEN’S CONVENTION 

The Iowa-Nebraska Display Men’s Association which was 
organized last year, will hold its annual meeting at Hotel 
Kirkwood, Des Moines, for three days beginning Sunday, 
October 30. The first day has been set aside for registration 
and round table discussion. The remaining two days will be 
taken up with a well arranged program of constructive dem- 
onstrations and talks by some of the leading men in the pro- 
fession. One of the features of this meeting will be a show- 
ing of photographs of Christmas windows for the purpose 
of the exchaange or sale of Christmas settings. All members 
are urged to attend and join in this feast of new ideas and 
good fellowship. 





WHAT WILL “OPEN DISPLAY” DO 
FOR THE DEPARTMENT STORE? 

The announcement that the L. K. Liggett Co., after six 
months’ test of the value of open display in stimulating the 
sale of merchandise, has decided to install that system of 
merchandising in all of its six hundred stors, affirms again 
the business soundness of the plan. Walgreen’s tests of the 
soundness of the “open display” methods showed such sub- 
stantial increases in sales that that organization adopted 
open display in practically all of its stores. Whelan followed 
and now has open display tables working in 25 per cent of 
all its stores, with plans in hand to extend them to all 
stores. In its tests, the People’s chain has had similarly 
gratifying results. 

Drug chains are not along in the pioneering of this method 
of increasing sales. Department store organizations like J. 
C. Penney; Sears, Roebuck; Montgomery Ward and others 
are not only experimenting but have successfully adapted 
“open display” methods to their different forms of store 
merchandising. As with the drug chains, this form of dis- 
play is selling more merchandise for the chain department 
stores. And against the answer, “It sells more merchandise 
and puts more money in the till,” no man can fight. 








STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC. 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for October 1, 1932. 


State of Ohio, County of Hamilton. 


Before me, a notary public in and for the State and County afore- 
said, personally appeared Nathan Silverblatt, who, having duly been 
sworn according to law, deposes and says that he is the Business 
Manager of the Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, manage- 
ment, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in sec- 
tion 411, Postal Laws and Regulations. 


1. That the names and addresses of the publisher, editor, managing 
editor and business managers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Jack T. Chord, 
1209 Sycamore St., Cincinnati, Ohio; managing editor, Jack T. Chord, 
1209 Sycamore St. Cincinnati, Ohio; business manager, Nathan Silver- 
blatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners of The Display Publishing Co., 1209 Sycamore 
St., Cincinnati, Ohio; H. C. Menefee, 1209 Sycamore St., Cincinnati, 
Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; Maude 
Menefee, 3521 Raymar Bivd., Cincinnati, Ohio; Stella Silverblatt, 729 
S. Crescent Ave., Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and other security 
owners owning or holding 1 per cent or more of the total amount of 
bonds, mortgages or other securities are: (If there are none so state.) 
There are no bondholders, mortgagees or scurity holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security. holders as they appear upon the 
books of the company, but also, in cases where the stockholder or 
security holder appears upen the books of the company as trustee or in 
any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge 
and belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant has no reason to 
believe that any other person, association or corporation has any 
interest, direct or indirect, in the said stock, bonds or other securities 


than as so stated by him. 
NATHAN SILVERBLATT, Bus. Mgr. 
(SEAL) 
Sworn to and subscribed before me this 11th day 


of October, 1932. 
OLIVER G. BAILEY, 
Notary Public, Hamilton Co., Ohio 
(My commission expires July 16, 1934) 
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23-10 Bridge Plaza, South 





Frink Illuminated Signs have become recognized 
as standard for visibility and beauty. Each is 
CASHIERS designed specially for an intended purpose. 


Infinite display treatments are possible. 


Long Island City, N. Y. 
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The John Importing Company 


consolidated Office of Mannequins, and 
Advertising Figures of every kind and 
description, are the 
representatives of: 
Haefner & Schoen, Berlin 
Erdmannsdorfer, Berlin 
Johann Gottwald, Wien 
Ladmann & Co., Wien 
has established showroom and office for the U. S. A. 
at 33 West 34th Street 
(Oppenheim-Collins Building) 
New York City 

















WINDOW TRIMMING---ADVERTISING 
SHOW-CARD WRITING 


Not a “Correspondence” or home study course. 
Practical, Individual Instruction 


Write for Information 


SMEBY SCHOOL, INC. Minneapolis, Minn. 
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P -cocctve’ is important 
in the Creation of window displays. 
Not alone “perspective” as it con- 
cerns the mechanics of creative 
design, but also “mental per- 
spective. That is why display 
leaders everywhere read 
DISPLAY WORLD regu- 
larly. Don’t you think 
$3.00 invested in 
a subscription is 
a small tax for 
a full year’s 
service? 


Use order 


blank 








DISPLAY WORLD, 
Cincinnati, Ohio. 
Gentlemen: 
Enclosed find $3.00 for a full year’s sub- 


a 
r 
r 
r 
r 
a 
A 
ascription, beginning with the next issue. ¢ 
# Send magazine to the following address: ; 
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Canada and Foreign Orders, $4.00 

















